TRE REPORTER OF 


advertising 





what do you mean 


FOR NEARLY 10 YEARS, ac compited and used birthlists for selling 


ANuot \lars Hirthday Club memberships ky testing contimualls 


we have cps ered the areas we can mail profitably The names 


“er tee woot mailings we call SELECTED BIRTH NAMES 


Phe selected birth names have proven suces ssful for other manler 


mrecruitin ment creating le Te fet salespeopl itt vdadiitoon te elling 


niagasin Pee ohs md merchanedpse 


Now our oatreonwede berth bets are mamtamed on hes pummel 


equipment can automatically elect nanw tatlored to your 


" l ‘ word “eocan eleet by tabulatin equipment new 


parent ent new homes and new families rmoordmn 
tee i“ mee teal feo nula seve brave developed or im thes have proven 


FOR FURTHER INFORMATION CONTACT YOUR BROKER, WRITE OR WIRE 


~ tile So, if Hamsy arul AHisoctakes, NCORPORATED 


. SAINT LOUIS 3, mMISSOUR! 


1700 DELMAR BOULEVARD 





when it must 
speak with 


authority... 


it should 


\if be on 


\ Atlantic Bond! 


aad 


Leaders of industry demand a 
paper that lends importance to 
the message...makes a good 
impression. That’s why so many 
depend on ATLANTIC BOND. 


ATLANTIC BOND is the 
genuinely watermarked, # 1 Sulphite 8 
Bond... first in its field 


ad ‘st in performance 
Da aa aa 


BUSINESS REPLY CARD 


| No Poste Star 
| ge amp Necessary if Mailed in The United States Via Air MA it 
Department, 


S¢-POSTAGE WILL BE PAID gy— Company 


Direct Mail A an 
A: kai mt 
* MANIFEST BOND 


224 7th St 
aoe cturers of Quality Paper and Pulp 


C ' 
zarden City, New York aston, Philadelphia, Chicago and Atlanta 
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COVER 
On) 


(General Electric News Bureau) 
A Salute Te 
NIAA’s New 
Chairman Of The Board 


_— senio’s PORTRAIT on this month's 
cover profiles the newly-elected chair 
man of the beard of the National In 
dustrial Advertisers Association. On May 
Ziet, at NIAA'’s 34th Annual Conference 
in Chicago, David +t heard (Reporter 
cover June 1955) turned over his duties 
of chairmanship to this diligent expert 
who well deserve our direct mail 

cover salute 

He is Raleton I. Reid, manager of ad 
vertioing and sales promotion for the A 
paratus [i ” wneral Electric Co 
Schenectady, * We call Ralston Kei 
“serious on because of hie seriou 
devotion to jiding and promoting th 
prestige of industrial advertising 

fiver the years, the G.I 
managers extensive speaking engagemen 
have made him one of the most popula 
pereonaliti im industrial advertising 

KR. I. Reid began hie career with G. | 
Publicity Dept. in 1930, shortly after bw 
was graduated from Union College 
19% The following year he wa trat 
ferred to the industrial section, and serv 
a number of years in the Company's New 
Bureau 

His work with technical publication 
and special assignments (including direct 
mail) won him the appointment of in 
fustrial advertising manager in 1943. In 
1951 he was named assistant manager of 
the Advertising and Sales Promotion 
Dept then took over his present 
position two yeare later 

During Kaleton Reid's rapid climb up 
the OF ladder, he has been responsible 
at one time or another for either planning 
creating or supervising direct mail for 
just about every phase of General Ele« 
tric '« vast industrial operations He's now 
responsible tor advertising and promotion 
for more than 2,000 different products 
uaed by all typ ot electric power utilities 

Hesides keeping a close tab on direct 
mail and space chedules for these prod 
ucts, and frequently packing ‘ uilcase 
for another peakir trip K Kh. Reid 
a tireless association worker 

As a serious practitioner and dynamix 
speaker Kally ‘as he's known by his 
many friends) will enhance industrial add 
vertising even more in hie new NIAA 
port In a word David F. Beard hase left 
industrial advertising’s most important 


organization job in excellent hand — 


THE REPORTER OF 

7 - 
Direct Mail 
advertising 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 


Volume 19 Number 3 July, 1956 
DEPARTMENTS 


COVER STORY 
SHORT NOTES ‘ , , : ; ; , 
REED-ABLE COPY —C onducted by Orville Reed 
DIRECT MAIL DIRECTORY . ;' ' , 

MY MAIL ORDER DAY—/hy Jared Abbeon 
THUMBNAIL SKETCHES OF DIRECT MAIL 

SUCCESS—/hy Peter Shugart 

PERSONALITIES IN THE NEWS 


FEATURES 


SOME PLAIN THINKING ABOUT DIRECT MAIL 
hy Henry Hoke, Sr 


CHICAGO DIRECT MAIL DAY SHOWS HOW TO FIND IDEAS 
A Demonstration of Brainstorming . : , , : 18-19 
BBDO’s Willard Pleuthner Explains 
The Technique Of Brainstorm Sessions 
Chicago's 3rd Annual Direct Mail Day 
Was Flavored With Big ideas . , , 
What's The Big Idea In Direct Mail—/y Ferd Ziegler . 


OUR BUSINESS IS WORDS! —hy Paul J. Bring 


HOW CAN YOU JUDGE THE RESULTS OF 
A SINGLE LETTER hy Vern Baumgarten 


FIRST REPORT ON UPCOMING 
DMAA NEW YORK CONVENTION 


Heary Hoke, Henry Hoke, Jr., 
John Patafio, Jr., 


Dudley Lufkin, 


M. L. Strutsenberg, Joseph K. Ross, v 


F. Stern, H. L. Mitchell, 


The Reporter of Direct Mail Advertising is published monthly by The Reporter of Direct 
Mail Advertising Inc., at Garden City, New York. Re-entered as second class matter 
at Post Office at Gorden City, New York, under the act of March 3, 1897. Copyright 
1956 by The Reporter of Direct Mail Advertising inc 

SUBSCRIPTION RATES: United States, Possessions and Conoda: $6. one year, $10 
twe yeors, $15. three years. Fifty cents per copy. All other countries: $7. one year, 
$12. twe yeors, $18, three yeors 

Midwest Sales Office: J. K. Ross, 670 N. Michigan Ave., Chicago 11, Ill. Tel: Mohowk 
4-4776. Western Sales Office: H. L. Mitchell & Associctes, 3087 Soturn Ave., Huntington 
Pork, Collf. Tel ludleow 5.4668 

The Reporter is independently owned ond operated in addition to thousands of 
regular subscribers, all Members of the Direct Mail Advertising Association receive The 
Reporter as an Association service. Part of their annual dues poys for a subscription. 
Please oddress all mail to: The Reporter of Direct Mail Advertising, 224 Seventh 
Street, Garden City, New York 


THE REPORTER OF DIRECT MAIL ADVERTISING 





{dvertisement: 














ew Method of Compensation 
for Direct Mail Work 
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By Maxwell Sackheim 


For many years, we have tried to think of a sat- 
isfactory compensation formula for the prepara- 
tion of Direct Mail. That is, satisfactory to both 


ourselves and our clients 


Compensation for the preparation of advertise- 
ments was automatic—the commissions allowed us 
by the publications took care of that. All we needed 
to do, was to prepare ads that would pay well 
enough to justify the advertiser in repeating them 
again and again and again. We didn’t always suc 
ceed, but our succes ‘ far outweighed our fail 
ures, 80 We made a profit and acquired something 


of a reputation for producing successful ads 


But there was no such formula for Direct Mail 

ve added 15 on printing, paper, postage, 
envelopes and all that comprises a Direct Mail 
unit seemed to us to be flirting with the law of 


diminishing return 


To have charg a “reasonable” flat fee would 
have made such ef inprofitable and therefore 
uninviting to us, if high enough to be profit- 
able to us the i might have been unfair to 


our client 


Recently we concel ad the idea ol charyinyg “ 
price per thousand mailed' In other words, we 
placed our services on the same plane as better 


paper, better envelopes, better drawings, or better 
anything that might improve results—even at the 


increased cost 


If better paper costs $3.00 per M more than 
cheaper paper, and results justify this increase, 


no mailer would refuse to pay it 


T he j is true of better ists, higehe r priced 


postage, vhich lowers the net cost 
per order regard! of the increased cost of the 
mailing. Why , Shouldn't advertiser be 
willing to pay for ez; ence Which might justify 


its cost—and more 


And so we arrived at a price of $3.00 per M with 
a minimum guarantee of $300 per mailing. This 
$300 may cover our overhead but certainly it pays 
us no profit 


The only way we can make money is to produce 


mailings that justify wide use—500,000 or more 


And just as we are selective in accepting space ad 
vertising accounts, we must he selective in accept 
ing orders for mailings. The potential for large 


mailings must be present or we are not interested 


If this plan appeals to you we will be glad to 
go over your present mailings and tell you whether 
or not we think we can beat them. If not, or if we 
think the number you can mail is too small even 
if the mailing is highly successful, we will tell you 

o frankly. You are under no obligation 

We think this is the most sensible method of 

compensating any highly skilled organization for 


Direct Mail work 


having to make good to earn satisfactory fees 


places us in the position of 


May we hear from you? Mail the coupon with 


typical amples of your mailings 


MAXWELL SACKHEIM & CO., INC, 
545 Madison Ave., New York 22 
Telephone: Plaza 11-3151 


MEMUEER 
of Adve 
uw i ting A 


— a NU 
Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, WN. Y. 

Enclosed are some of our Ce sailings. Without 


obligation on our part to have you go 


over them and ad eu I you think you can 


do for u 


Mome 
Position 
Compery 


Mddrers 


=n oe Oe oe oe oe ee oe oe oe ee 


City lone Steve 
aes aa sass asses 











SPEED YOUR MAILINGS 


DUPLISTICKERS, 
DUPLISNAPS and 
DUPLIQUIK 


gummed, perforated mailing 
labels in sheets. Make as 
many copies as you want' 


Duplisticker 
Mail-Aids, 
for type- 
writer and 


mi meograph. 


Dupli snag 
Carbon 
interleaved 
Mail-Aids 
Made in sets 
of 2, 3, 4, 5, 
and 6 sheets. 
Interleaved 
with smudge 
resistant 
carbon, For 
use with 


’ pewriter. 
" Dupliquik 


Mail-Aids, 
Special! 
stock for 
use with 
spirit’ 
e**liaw d** 
proc ess 
duplicating 
machines. 
Can also 
be used 
with type- 


writer. 


EV RE KA 


SUREKA SPECIALTY PRINTING CO 
® ELECTR | RANTON 9 PA 








Mois g ¥ 


We welcome your direct mail ideas and news items for this deportment. Send all material to 


Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 





THIS ISSUE, you'll find we've 
Chicago 
of Chi 
Mail Day 


REPORT CARD | 
Name AR did Artée + all... 
Clase mnt iad Laisa aad. 
Potential Snutlint - 

a 


School /. 





st BUACTS 


GRADE | REMARKS 


oer rem Bar Temes 
—eOOvrs LeTTEm 


Shas 


— 33332 > 


With a _— 
Artwet mek aggrerestow 


A FUN.-FILLED FUND RAISING IDEA 
Church In- 


whihisa thie £44ewte 
Giiten. Compt Lily 
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whatisa 


LIST 


Wi, broker that puts 


customer returns be fore his 
own profit one that would 
rather lose the order than see a 


cli nin ake a wrong list se le« tion 


Wr, broker who continually 


combs the market for lists 
to fit the client's produc ts 
ind fields of interest 


SA broker who has had 


experience on both sides 
of the desk and understands 
the list proble ms and 
and needs of the client 


Wi, broker that isn’t finished 


once the order is placed 
but follows through 


until it is delivered 


Ww, broker who knows-by doing 
testing production and 


mailing operations and 
freely passes on this 
knowledge when requ sted 


Wi, broker whose client is 


always King whether he is 


list buyer or list owner 


Wii, broker who gives the buyer 


of small lists the same s« ryice 
he does the buyer of millions 


A rray Hill 7-4158 


planned circulation 
19 west 44 street 
new york 36, n. y. 












DO IT YOURSELF 











the lost werd in poper type for offset 
end electronic reproduction 
SETS EVERYTHING 
Anyone con set heedlines and body 
text for eds, printed pieces of all 
binds 






QUICKER, EASIER 
Presto Type comes on compoct wooden 
type holders aligns avtemetically 
to straight edge tabs overlap 
allowing special spacing for special 
letter combinations no epaquing 
between letters required 


COSTS LESS 
Complete fonts from 
$2.50 te $12.50 
Hes up te 62 different 
choracters on a stick in 
pods of 50 each—3000 
characters in oll 



















WRITE FOR 
CATALOG Showing 
300 Type Faces 
PRESTO PROCESS CO. 
243 NW. WATER STREET, ROCHESTER, N.Y 























ADDRESSING 
MACHINES 


offer you the only competition 







you can find in the Addressing 





Machine industry. 





Consult your yellow telephone 






book or write to The Elliott 





Addressing Machine Co., 


127 Albany St., Cambridge, 39, 




















THIS CLEVER SLOGAN seems to be 


gaining popularity lately and 


might even emerge as the new version 
of “THIMK We've seen it before 


but during the past few weeks it's 


PLAN AHEA 


\ — 


been spotted in about a half dozen 

















mailings, and on as many office walls 
Anybody know its origin or it 
originator? We were planning to track 
it down for thi j ie, Dut : 


eae 


MORE THAN 3,000 COMPANIES 
have given their employees copies of 
a little booklet called My Blessing, 
Not My Doom. Written by John Lu- 
ther, its an inspiring message on the 
virtues of work and why everyone 
should enjoy it. Economics Press, pub- 
lishers, report they've never come out 
with a booklet which generated so 
many letters of praise from top exe- 
cutives and brought so many requests 
for extra copies. Write to John L 
Beckley at P.O. Box 460, Montclair 
N. J. and ask him to send you a 
sample 


eee 


THE HISTORY OF LABELS has been 
published in an illustrated booklet by 
Allen Hollander Co., 385 Gerard Ave., 
New York 51, N. Y. Written by Stan 
ley Hollander, assistant professor of 
marketing at Wharton School of Fin- 
ance & Commerce, University of Penn- 
sylvania, the 48 page story traces labels 
from their primative uses in the days 
before printing to the beginning of 
our present marketing ag You can 
get a free copy of the interesting his- 
tory by writing to Hollander at the 
above address 


eee 


iF YOU'RE THE TYPE OF MAN 
who does judge a book by its cover 
then vou might be interested in 


a recent Malling piece from J. J Tap- 


THE REPORTER OF DIRECT 








ley, Long Island City, N. Y. edition 


binders. It's a four-fold, 5%” x 17 
folder displaying actual samples of 
their edition binding materials (paper 


over board, cloth, imitation leather: 
etc.). Photos of completed work show 
some of the material's handsome ap- 
plications. You might also be inter- 
ested in a monthly newsletter Tapley 
mails to printers, publishers and busi- 
nessmen which discusses various 
phases of bookbinding. Write to them 
at 32-01 Queens Bivd., L. I. Cit l 
N. Y 


eee 


SPEAKING OF HANDSOME BOOKS 


we were impressed by one sent 
to us by Stanley Gibbons, Ltd., inte: 
nationally famous philatelists located 
at 391 Strand, London WC 2, England 
It was a beautiful keepsake volum« 


celebrating The Stanley Gibbons Cen- 
tenary. Told the story of how Gibbons 
started in a small Plymouth pharmacy 
in 1856 with just a handful of stamps 

then developed over the year to 
become today's largest and most famous 
retail stamp and philatelic publishing 
business in the world. The Gibbons 


Centenary is a quality presentation 


from start to finish a proud po 
session for any stamp collector's li- 
brary 

_— 

eee 


MORE DIRECT MAIL FROM NEWS- 
PAPERS: The Chicago Sun-Times, 21! 
WwW Wacker Dr Chicago 6, I) is 
another newspaper which knows the 
value of direct mail. One of their best 
recent promotions was a “Zip-Open- 
er mailing produced by The Con- 
nelly Organization 1010 Arch St 
Philadelphia 7, Pa. When a string on 


NAH oe , wae 
2 





the edge of the “Zip-Opener” en- 
velope was pulled, out came a strip of 
seven die-cut rabbits. Each one con- 
tained a different fact on the Chicago 
women's market reached by the Sun- 
Times. Main theme of the piece, in- 
cluding teaser on the envelope, wa 
Use Their Reading Habits To Make 
Sales Multiply Like Rabbits 


“ontinued n Page 10 
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think 
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mail 


10 BOOKLETS 
TO HELP 
YOUR 
BUSINESS 


Dogs Theat Climb Trees by 
Henry Hoke ($1.00) 
could be called a textbook 
for beginners (of any age) in 
the use of the mails. But it's 
more like a personal adventure 
story . @ sometimes floun 
dering adventure in business 

showing how one mon 
undertook the job of learning 
through trial and error the 


fundamentals of direct mail 


Hew Te Get The Right 

Start In Direct Advertising 
by Heorrie Bel! ($1.50) is 
the best outline for training un 
trained beginners in direct mail 
lore. It contains all the material 
veed by Harrie Bell Phil 
adelphia_ printing executive 
during the years he taught 
classes at the Price Schoo! of 
The Poor Richard Club in 
Philodelphia 





3 How Te Think About 
Direct Mail ($1.00) 

is a boiled-down digest of the 
famous 350,000-word, 24-sec 
tion training program which 
originally sold for $115.00. In 
five easy-to-read sections, gives 
basic essentials for the success 
ful use of direct mail. Used by 
number of colleges. Many busi 
ness executives have used as 
a guide for training assistants 





OR ORDER 
THE 
COMPLETE 
SET 
FOR ONLY 
$12.50 


~+—~ 


ORDER 
ONE 
OR 

MORE!! 


4 How To Think About 
letters by Howard Dane 
Shaw ($1.00) is @ reprint 
of 13 thought. provoking articles 
Unlike most textbooks on the 
subject it is easy to read 
and entertaining as well. One 
of its most important chapters 
deals exclusively with the con 
troversial subject “The Dangers 


of Testing 


5 Hew Te Think About 
Readership ($1.00) 
explodes the 2% return myth 
with 125 case histories proving: 
a) that returns depend upon 
purpose and proposition; b) 
that advertising value of your 
promotion is just as important 


at returns 





How Direct Mail Solves 

Monagement Problems 
($1.00) is supplementary 
to the Readership” study 
Premise is: direct mail isn’t 
worth considering unless it 
actvally solves a specific 
management, promotion, pub 
licity or sales problem. Study 
gives formulas showing how 
to analyze and develop plans 
Case histories of successful 
solutions. Business analysis 
chart alone is worth more than 


booklet’s price 








Hew Te Think About 

Production & Mailing by 
Henry Hoke ($1.00) con 
tains an ovtline for training 
production and mailing super 
visors and for determining 
the physical layout of produc 
@ and dispatching units. It 
gives newcomers and old timers 
olike an orderly method of 
thinking about the most 
complicated phases of direct 
mail 





1 Hew Te Think About 
industrial Direct Mail 
($3.00) is the most om 
bitious of all Reporter feature 
studies—took months of survey 
ing theories, opinions ond case 
histories of hundreds of prac 
titioners in industrial odvertis 
ing Final analysis groups 
problems and answers into six 
understandable divisions. Avail 
able in 112. page booklet 


7 How Te Think About 
Showmanship in Direct 
Mail ($1.00) shows that 
showmanship is the one ele 
ment most needed in direct 
mail—but so misunderstood 
Whot ore the basic funda 
mentals? How can you analyze 
formats? What ore six basic 
types of showmeonship? Final 
windup gives description of 
the famous Yoon Yun campaign 
of Union Bag & Paper Co 
which contained every element 


of successful showmanship 





How Te Think About 
Mail Order ($1.00) 
points out that “Mail Order” 
is just one kind of type of 
direct mail—but many of its 
principles con be applied to 
other types. Study succeeds in 
debunking o confusing subject 
Gives opinions of a score of 
competent experts in the field 

attempting to define: “The 
real secret of mail order we 


cous” 


TO: Reporter of DM Adv., Garden City, N. Y. 
PLEASE SEND ITEMS CHECKED: 


Dogs Theat Climb 
Get The Right Stort 
About Direct Mail 
About Letters 
About Readership 


OM. Selves Menegement 


Problems 
About Showmanship 
About Mail Order 
About Production & 
Matlag 
About Industriel OM 





NATIONAL CAMPAIGN ASSOCIA- 
TES has changed its name to Com- 


Pip | munity Servi Associ in a 


“By working faith- seen: move 10 provide expanded 


services for non-profi organizations 


fully eight hours HERE'S A SALES INCENTIVE PLAN Albert G. Gorso resident of the 
a day you may which offers dealers ; sally practical New York firm (headquarter at 140 
’ 


dvertising! Dealers of W. 56th St aims C5.A. is now the 


eventually get to as, ten tales mes tees 
be a boss and been gi a point system, based 


unit ales ' each machine ‘ table groups 0 1 national 


work twelve ocail lieve ; / I 1} executive 
‘ ry direction yub i and fund 


hours a day.” | r 


nly company equipped to pro 


facilities and vices needed by 


aising 


mail for 


Robert Frost 
ee «, 
A NEW PRICE LIST has 
lished by W I 
Inc Chi 


juction 
If you have a continu- > printing pric or various quan- 
ing need for direct mail, ‘ _. 2 f catalogs, brochur nd fold- 
turn it over to Reply-O- I 
Letter. Let them work , ~ a two colors. Also 
faithfully for you eight % out, lettering 
hours a day. And you'll “dl j touCcnINg, artwor 
soon become the kind 
of a guy who takes three 
hours for lunch. 


free copy from 
State St Chicago 
a premium check 


point Accumulated eee 


Reply-O’s creative staff PP of Baste A TABLE-TOP PRESSURE TRIP 
is at your service, to iio , ra os : - ve ~- originally developed for the Post Of 
translate your ideas in- shone clessified aa aad a 

to copy (no charge, rag tare dsalercimasinted window Tying Machine With 1 new trip 
ever). And Reply-O- signs, (4) to buy direct mail pieces an average operator can tie a bundk 
Letter itself, the letter or, (5) for a number of premium gifts in 1% second peeding up the 
that delivers 20%, The “more advertising” Five Point In- 


30%, 40% greater re- centive Plan was sold to dealers 


used: (1) to pay 


fice Dept. is now a big fe: re of Bunn 


tying of ms by ; h as 25 
Weight « 1 package or indle 


' , ’ : the trip automatically activ: the ty- 
sults is ready to carry through a big direct mail campaign 


your message. See how complete with jumbo telegrams, bro- 
that built-in reply card chures and a big promotion i (se 
makes you the boss over 
your direct mail! 


ing arm eliminating need for 


photo). Facit reports dealers are ex- 
cited about the prospect of winning 


advertising from the manufacturer 


SS 


a 


23rd year of Service to \ opular 16-year-old 
organizations in every field \ ion for house magazine edi- 


Ch pio ape 
INVESTORS PLANNING CORPORATION hampion Pape 


WATIONAL ASSOC. OF CREDIT MEN 0 amilton, Ohio) was this year 

LONG ISLAND COLLEGE WOSPITAL winner of the annual House Maga 

MUTUAL LIFE OF NEW YORK 
U.S. CAMERA MAGAZINE 

TWE BORDEN COMPANY contribution to the advancement of 

REMINGTON RAND communicatior in industry The 

WESTINGHOUSE award was presented to Champion at 


a = HMI's annua meeting in New York 


on June 15tl Stet has a fine record 


zine Institute award for notable 


of achievement helping h.m edi 
tors make their publications better 
and stimulating management's interest a foot treadle 
7 CENTRAL PARK WEST in industrial communications. Congratu- formation and 
NEW YORK 23, WY é lations to editor K. C. Pratt for the Bunn Co 7605 Vincenne 


i 
CIRCLE Sorte 
top recognition Stet has long de served cago 20, I 


Setes Offuces j 
BOSTON . CHRCAGD~ CLEVELAND . OF TRON! 
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“MURRAY HILL” is a new 
Type 


lowing, ir 


type 
Founders. It 
hand- 


many 


f 


face by American 


has a free- formal 


‘ 


written letterform ideal for 


types ofl lirect ma presentations 
Primarily a display fi available 14 


t iitra modert but 


elegance mo scdi- 


Tal ~ Hill 


tiona faces ASK 
it 

brochure. Ad.ire 
N. J 


Elizabeth 


TWO POPULAR DMAA PUBLICA- 
TIONS have been revised and brought 
out in new editions. One is The Story 


Advertising, co’ 


direct 


of Direct 
and functions of 
markets selectivity and a 
Who's Who in the DMAA 


edition was revamped by a 


tichard Me 
Edwar 


Leon 


mittee consisting of F 
Marbridge Printing Compan 

N. Mayer, Jr., James Gray, Inc 
ard Raymond, Dickie-Raymond, In 

and Henry Hoke, Reporter of Direct 
Mail Advertising. The Story of Direct 
Advertising sells for $1.00 a copy (10 
or more at 50¢ each). The 
vised publication is How To Work With 
DMAA Re- 


quick sell. 


second re 


Mailing Lists, an origina 
search Report which was a 
out. It's been up-dated and revised by 
Maxwell Ross, Old American Insurance 
Kansas City, Mo. This book 


a fine job of covering the list 


Company 
let does 
field. Well worth the $5.00 a copy price 
$250 to DMAA ’ 
order both of the new 
from DMAA, 3 East 57tl 
York 22, N.Y 


member 


e@ee 


PHARMACISTS HAVE LONG BEEN 
KNOWN as tiser They 
don't seem to have time to 
Several 
market syndicated ad‘ 


Ww ith 


poor adver 


to it 


people 
stores but little 
were interested in a fold 
R. Uran of Ethical Drug 
Boston Post Rd 
N. Y It describe 


vertising service for 


Co 70 


is now in its 10th 
ports that his servi 


ng its 2000th partici; 


1000th mark was passed in 1953. All 


period have 
mail. If 
you want to know more about this in 
developement ask David 
of his last 


over the ten-year 


saies 


been concluded entirely by 
teresting 


Uran to send you a copy 


quarterly mailing 


eee 


SPEAKING OF DRUG STORES 
here's an idea most any druggist could 
use. Simple reminder advertising call- 
ed Tel-O-Ads 


containing a 


They re press-on 


ticker selected list of 


printed emergency phone number 


made in a size to fit under any phone 


receive! The sticker come attached 


to an imprinted gift mailer, ready to 


ail to customer or prospect list. Am 


ple space on the sticker and mailer 


for store imprint makes therr a good 


for any type of merchant 


For more information and prices of 


the “Tel-O-Ad 
Enterprises, 679-C 


package, write to In 


ternational Portola 


Dr San Francisco, Calif 


eee 


MOVES & MERGERS seem to be in- 
creasing. Here's just a few which have 
during the past few 


Amer 


has moved into a brand new col 


taken piace 


nonth Printing Industry of 
tyle building at 5728 Connecti 

Ave N. W., in Washington, D. ¢ 
The Assn. of National Advertiser 

has expanded its facilities, taking over 

two floors at 155 E. 44th St. N.Y. C 
Publishers Printing Co. & Roger 

Kellogg -Stillson 


have merged to he 


come the largest combination printing 
Rapid Grip 


yperation in the east 


& Batten, Ltd. has opened the largest 
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MAIL 


FACTS 


% The most 
exhaustive 
statistical 

5 study of mail- 

# order magazine 
ys advertising 
ever offered 

for sale! 


After mere then six months of intensive 


research (and olf 


vost 20 years in moil-order! 


weve published a complete statistical report 
on mail-order megetine edvertising tn evr 


opinion 
gvarantee this 
tence to advert 
moil-order adve 
wishing te sell 

it «= wef prect 


which we beck with a money-beock 


study is of great imper 
ising «agencies, publishers 
ftivers and moenvulacturers 
to the meil-erder trode 
ical to detail the complete 


contents of Mail-Order Facts here, as the 


study is over 100 pages thick 


But @ pertial 


summary of the contents follows 

1 Individuel repert on each of over 4,500 
mail-order ads and editorial: appearing 
in @ key isewe of the 17 leading mei! 


order mage 
A Nome 
8 WN 


D 
t 


Individuel 


repert on 


Includes 
vdvertiser 
j 
nivertised 
ased 
hosed 
eoch mail-order 


xe pur 


edvertier eppeering Includes 


A Tot on 
Me 
r N 


f Notyu 


F Price group 


Individual re 
tines Include 


* spent the 


# goods sold 
port on each of 17 mage 
n) 


A Number * moil.order o 


| reve 


se from the 


mher of editor 


nher oar 


° st 


d name 
and ’ ior 


Mail-Order Facts ic NOT a bullet-proof 


guide to successful mail-order adverticing 


It's NOT an insp 


rational yeu-teo-can make 


millions handbook for the mail-order hope 


ful Bet W yew 


are en egency, publisher 


advertiser or manufacturer, here is whet 


will tell yew 
AGENCY. Who 
crea? How much 
they spend it? 
ts spend? WH 
fo media t sive 


PUBLISHER. 


space | ght? 
ADVERTISER 
tors spending 
spend it? 
record mpe 

of goods d 
ods md how d 
effect 4 compet 


MANUFACTURER. WwW) 


re 


Her 


This, of course 
moternal contain 
report itself will 
hours of reward 


ore the 
j 


os he pr 


tion? 


fer 
4 
fs 


edit 


is only @ pertial list of the 
od in Mail-Order facts The 
furnish substance for many 
ing study 


The cost of Mail-Order Facts is modest. in 


terms of whet it 


offers the serious analytical 


reader The complete study is priced at 


$75.00 if we bill you 


send check with 
thet you ore fre 
week of receipt 


or of $71 25 if you 
order The understanding is 
« to send 4 beck within one 

for complete refund, Wf iv 


fails to satisfy you in every way 


| give you my personal essurence thet 
you'll consider Mail-Order Facts @ splendid 
buy end « valuable help! tt ix ready fer 
mmmediate shipment on your order 


~ , 


' 
Ltt 


BRUMODER 


~ , 
4 


/a-4e 


810G SUITE 606 


MILWAUKEE 3 WISCONSIN 








Part Two of a special feature analysis 


designed to Help Make Your Direct Mail Better . . . 


SOME PLAIN THINKING 
ABOUT DIRECT MAIL 


lune Reperter, we a son yf the 


ning 
office 


developed during the fist six an editorial 


im Cleerwoter Florida To'd talks 


betore 


and 


visitors 


alumni secretaries; diaper service clubs, et 


how we've been analyzing current direct mail Realized what people 


needed most was to get back te bas fundamentals and tour 


simple formulas for a mail better. in June. we focused ‘ 


aking direct 


FORMULA ONE: Before you start to plon or write o direct mail piece 


you must first realize there ore two mejor quirks in humen noture 


which oct as obstacles to the success of any solicitation by mail 


@) Hemen mertio (just plein leriness 


b) Mental befuddiement tremendous and incessant 


and/or 


(coused by com 


petition for recipients time, attention money) 


| told the diaper eervies operators 


sbout my experience working my way 


ge by 
for a fello 
than brains 

the ve 


through ‘ oll 


PEOPLE THINK THEY letters 
FORMULA 


Two THINK 


BUT VERY 


FEW REALLY THINK ed ovet ars 


principles 
ln ipphed ti 
1y TALK before the Diaper elling letter 
Lrostitute 


(Chantry 


! i wormar il 
life 


expectant 


convention at 
Davis 
the Institute 


Reach 
president of 
thee 


j™ rie ad af 
Thee 


execu 


Miami 


following quotatior e the two 


we havent been able cant be 


scormetimes 


ponderous statistical figures 


n the hb 
ma 


the 


wteria 


that. Ss} 


Wh 
Who 


mectimation t 
ike 


with 


+) 

ou in " 
And thee 
brane 


ti) ee 


that truth. Most pee 
of how they 
product 


the ‘ think 


you 


ple 


leel thre ood taste 


That's wh | 
pecrpe 
ecretarics is 


letterte 


or buy sus 


rather 
Don 

full of 

ippe 


out 
then ie 0 ow 


pp stodgy 


pmcernireg 


ervice 


\ 


rriany 
dull 


to emotions 


re dramatu 


“ 


f love letter writing could 
business 
Here 
a most 
an exciting pe riod 
mother 


obstacles in Fort 


of 


we doesnt 
her 


f your approach 
“ immed 
and 
inst using che ap-look 
ind 


They 


We tried to make it clear that many 


caused by failure to realize these tw 


too much on low unit cost when f 


real obstacles, our cost per unit, or per persor 


higher than for any other form of advertising 


better stationery, better processing, better 


package 


That was the purpose of the first part of 


the three formulas if } 


add 


to other you saved the 


future reference this final installment t 


For these of you whe would like to keep the two installments or 


poss them on te your associotes, we hove reprinted this speciel Two 
Part Feature in handy booklet form. You can get ao copy by sending 
25¢ to The Reporter N.Y 


of Direct Mail Advertising, Garden City 


ing 


prospects or 
the 


onal 


per 


while mass appeals 
ghost writing love 
had 


how | had learn 
that of the 


an eye on unit cost 


who more personal corre rel 


postal cards alone 
many (even though processed 
whole thing 
| believe a lot 
should take 


serious 


~e err 
letters 
are t! 


1} 


they writing mausl 


important more 


ways and means 

to fee hike 

with us. [| liked the 
Jieglet vp { Vict wir 
York Chicago Direct 


at 1 
He 


(if you first people 


well impress d by 


Insincere Copy Via 
said / nies 
entertainment 


this 


between 
fion to seu j 
loo 
focus 
their 

( Dove 

diaper it 


er f 
but 


doing 


have time 


THINK 
heel 
the 


direc 


ul ord 


many 
like 
by Warttnnies. 
the 
also the 


just i 


contact b 


Lid... Melby 


alumi tomers 


Bros 
hard-to 
ipproac h 


dreary 
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prove a letter while blindfolded. We phrases, And that, of course, includes 
would get his secretary to move his the selecti f the right words \« 
forehinger to the start of the third Bus Orville Reed has said if 
paragraph then blue pencil every ' spects are printers, you can 


thin ibove it Made most letters { then ibout pieas, ems 


better I'ry it on your own letters dor ure, et ind they Il 
Cut out the introductory ramblit m : d exactly what you're writ 
words and phrases Use plain under you were to use the 
standable words - ‘ i piece of copy direct 

As Bill Feather says If vo ‘ engineer, he wouldnt 


at you write to be read, yo mnderstand you Debentures n 


us plain words L se ’ cn ethur the financial man But 


A Feature Report nakes you think hard ' in't take a chance that drug 
ort words, you dare { ¥. would understand deben 
sire even dull folks 


then know your brain iss re ords arranged so that 


uur thought is clear. you « : , ' ily understood by a pet 


Henry Hoke, Sr. it form and strength by the imited time and energy 
{ short words All one , 


words, } Fault Three: /neorrect « wpression of 
We ve mentioned it before t hy Phis mas ound like Fault 


will repeat It would be beneficial t but it different You mat 
? i 


Laer a ‘ Ww ' i 
Cves = s nected ith dire , u know what you are trying 


» alu ‘ ‘ di ase C4 i 
t tud th little Readine-ka i but the reader of your me snage 


lator develo ! originally by G 
rete wpe Sa my ‘ get it. You haven't said what 


eral Motors fro Rudolf blesch « » | found 


i i! Veral senten 


formulas md now marketed | ; haper service promotions which | 


Science Research Associate In iin t understand after eecveral 


W (,rand Ave (hiv go 10) Ii) adits Wher i questioned the 
Worth the price of 3. B count ler peri itely later o1 they didn't 
the number of yilables and sentence nderstand ther either sare thing 


vr hundred words in your 
I ' ; ippened with ilumni “wcretaries 


0 ir ilculate whether 
“ ’* . . : ons Ponderous sentences 


, = ay i ‘ , | 
very Casy, <e hard or v whi neant absolutely nothing to 


»understand. You li eventuall 
recipi ni 


oer COP to average not mor \ top executis recently included 


than 150 syllables per hundred word this sentence personal letter: “It 


ind sentences to , F 1} print thing if everybod 


vy less 


nent if not tied up s0 
other words people ‘ ! o the rob themselves 
verted by many thing sheis ' snot the weiter in 


ive titre to w ace through i 
le ale ~ leust thee construe 


power iscless words "= ! (is ith contusion 


ner TT \ | " ; tive 
t ind Lhe iving exactl what 


better direct mail j 
THERE ARE FOUR early 
BASIC FAULTS IN 

MOST INFERIOR LET- Fault Two Improper arrangement o Fault Four (/flensive and displeasin 


TERS AND DIRECT words and phrases. This repo and phrase This doesn't 
discourse of hs riiatl) gran ‘ Ips ‘ dirt words he 


MAIL COPY . 


but in studying thousand Hes imitating word 
ss letters, this fault sticks rm pree , * letiers, are 

1 sore thumb We blanve 

it on English teachers wh , us I word 


require students to learn all types im rare 


sentence construction Via in 
ood thing to learn bul caus i I o ur compan 
nfusion later on im life The cute reatest You 


mywriters try to find different ys ng dow! on nome at the 


“a siiniple things Style develop ‘ i igning to do 


trends ()\ne writer will start ‘ it} os businessmen 


using ire all 


His features were not unpleasant 


compounded negatives, such a 


(ithers will follow suit ()ne criti 


{ thi stvie wrote | read su 


entences not without confusion ut right. Hur 


| other words be crvetal clear letters exam 


uur arrangement of words at d showed 
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Some Piaia Thinking 
About Direct Mail 
seniences with | 


in aking 


ue-wme letter Hl ue per 


preponderance of 


e or Us 


wn ietiers bliminate the 


entenmesr ‘ we them 


the ther fellow the 

etc., benefits 

words 
THAT 


eliminate all such 


oflensive 


endin in 


The other most 
opinion $ phra 
Make farule ts 
ecntences train your secretary 
to automat y take them out of 

Vut a card with just the 
der the glass top of 

" make you self 

i whit You may 
but graduall youll 

(pression lik | feel 
glad to know that 
who gets your letter 


ou feel, He 


din what comes after 


ing hou 


that I bw le er inalyzed for the 


shure eretatrics were hiilled with 
that phrase | accused them of hav 
ing that-iti 
Kotary 

chance to imepect anda 
ertiiewe the tetters {f many of the 
member All suflered trom the | 
malady. Fol 


lowing the meeting, | received a letter 
Chamber 


want you to know that 


wccretary of the 


that th 


when 


I hat 


There m one fellow who has 
up the use of the word THAT His 
just about perfect 


wiven 


letters today are 


so to make your direct mail 


better practies on tnproving upon 


r eliminating the four basic faults 


(a) Useless and unnecessary words and 


phrases 


arrangement of words 


(b) Improper 
and phrases 


(ce) Incorrect expression of thought 


(d) Offensive and displeasing words 


and phrases 


THE PERFECT FOR- 
MULA FOR WRITING 
ACTION - PULLING 
cory is Pic. 
TURE ~ PROMISE - 
PROVE - PUSH - PS 


FORMULA 
FOUR 


| THIS REPORT, it tent necessary 
t 


» elaborate too much for m 


the monthly Reporter column teed 
ible Copy Orville Reed is doing a 
fine job of analyzing the component 
Many 
have advanced different formulas for 
writing direct mail copy from AIDA 


P's scm t 


parts of good copy experts 


on and on. But the five 
be the simple st and easiest to remem 
ber 

It will help you in your writing to 
or folder, cireular, 
parts That 


sentences, or five para 


divide your letter 
et into five could 
mean five 


graphs of five pages 


First .. . you picture what the prop 


mition (whatever it is) means to the 
other fellow. Not to you. You must 
be carelul to give the right picture 
Be sure ou know your semant 
Your choice 
wrong picture like the story Leo 
Bott, Jr.. tells 


used to defeat a popular candidate in 


of words might give a 
about the description 


in election 


Know what a peephologist means / 
mt that at ail Its a student of the 
A peephologist cas 
1 device tse 

und now practiced by 

et jseassination magazine 

actual and impled meaning» 
fron this excerpt ot s story 
hat wa unfortunately successful during 
i state election fre you aware that (the 
andidate) is known a over Washingtor 
as@ hameles extrovert Vot only that 
(he man i reliably reported to have 
practiced nepotism with his ssterindau 
and he has a4 sster who was once a 
ihespian in wicked Vew Yorh He matricu 


ated with pods at the university, and u 
is an established fact that beiore his mar 
tage he habitually practiced celibacy 
This “picture” actually ruined the 


But “semantics” presents a long 
story. You'll have to work on your 
PICTURE 


compete for 
feel like doing business with you. Pi 


to overcome laziness 
attention, make people 
ture the benefits. You may have to 
work hard to get the right PICTURE 
lette: You may 


for an important 


have to write many different pictures 


And don’t be discouraged if you can’t 
prejudge what is the best one. Even 
the expertest of experts cant tell 
Time Magazine, for example, each 
year tests about seven different let 
ters. The proposition or offer in each 
is identical. Only the opening picture 
is different the headline opening 
(usually tied in with an 
Before making the ac 


the seven letters 
> (hw top advertis 


paragraph 
illustration } 
tual test mailings 
ire sent to about 
ing men and women to get their 
vote on how the letters will rank in 
results 
in the 1955 poll 
letters ranked 
identification } 


L2OO ad people parti ipated 
Here's how the 
(giving first line for 


(1.) Ambassador from Mars 

Some People Seem to Move 

The Art of Conversation (4.) 

vitation from 380 People 5.) I 

Don't Know How Many Senators 

(6.) A Magazine That Has Meant News 
(7.) Renaissance Man 


public voted 


But here's how the 


based on subscriptions received 


) The Art of Conversation; 

) I Don't Know How Many Senators; 
Some People Seem to Move; 
Invitation from 380 People; 
Ambassador from Mars; 
Renaissance Man; 

A Magazine That Has Meant News 


. 


All of which goes to prove that the 
picture is important but even the 
experts cannot agree on what picture 


will be most effective 


The second part 


graph of page) of your direct mail 


(sentence, para 


message (letter, folder, circular, etc.) 
should be a PROMISI 


what you have to offer 


Promise how 
fulfills the 
defining the 


picture That means 


product or the service. Specifically 
clearly I've seen sales letters 
cocksure 


where the writer was so 


that everyone knew about his com 
pany and product he neglected 
to describe it As Kenneth Mekar 
You'd say offhand that 
everybody knows what an elephant 
looks like. But there are 3,987,263 


people in the United States today who 


land puts it 


have never seen an elephant They 
are the babies born last year who are 
too young to be taken to a circus or 
a 200 - 

About the same number of people 
are entering the buyers market each 
heard of you or 
careful with 


year They never 
your product ™~o be 


your PROMISI 


Describe it exactly 


nued on Page 16) 
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George R. Bryant Co 
MAILING UST BROKERS 
75 &. Wacker Drive 
Chicege 1m 


George R. Bryant Co. 
of New York, Inc 
595 Madison Avenve 
New York 22, New York 





Backed By Experience is . for sure a key 





qualification for everyone on the Bryant contact 
staff experience as a mailer experience 
as a list broker. Yet, we're not neglecting to train 
vigorous young people. Vic Lomox is this kind of BETTER QUALIFIED TO SERVE 
person came to us with 2 years at Aldan’s 
(Chicago), a hitch in the Navy, and college behind 
him. These past 4 years on the Bryant team hove 
given Vic a broad working knowledge of mail order 
And he’s shown unusual ability to take part in 
industry affairs Direct Mail Days association 
educational committees. Yes you should have 
a sense of good feeling thot such young people 


are climbing the ladder to leadership in direct mail 


VIC LOMAX 














Some Piain Thinking 
About Direct Meil 


And be 


Ke in mibe f 


care ful of semantics here too 
that the much flaunted 


word “new might mean untried 


The third part... .of your letter or 
should PROVE thet 
will fulfill the 
honest 


nessage what 
‘ 
Picture 


testi 


you 
De it 


monitais 


promi / 


with beerlie ¥ able 


endorsements, success stories 


authenticity 


y alue 
lack 


a feeling of com 


ofr selatements of many 
mail 


don t 


direct 
They 
ple le 


pieces 
create 
That's where Formula 
Make people leel like 


with 


securiuly 
Iwo comes in 


doing business you 


Fourth and most 
PUSH 
or paragraph first. If 
want the recipient 
of the letter is 
Make your push sp 
what the 


prospect is to do 


important is 
this 


score experts write een 


tenes you know 
exactly what 


lo do 


you 
the rest 


fasier to write 


cule W rite 
action - induced 
Make it easy to do it 


card 


exactly a-b- 


whether it is 


signing a hling a technical in 


formation bulletin, or calling you on 
the 


sideration of 


phone Hoping for your con 


Hoping to hear from 


HAVE 

YOU 
HEARD 
ABOUT 
THE 
“GREEK 
CHORUS?” 


but 


windups like that are still be ing used 


you,” is not a logical push 


Of course, in some ty pes of direct 


mail (non-mail order variety) push 
is not alwave the important consider 
ation At the Atlanta 
Inatitute panel l had 


way 


Advertising 
one tough 
question thr Don't 
you think there is too much hard sell 
in direct mail?” Well But 
that is mostly in the mail order field 
In the industrial field the 
of a mailing might be solely to get 
technical thion the files 
or to further in 


wri my 
maybe 
purpose 
into 


for 


a log al push can he 


mtorr 


get al 


maquiry 
formation 
written In a he 


the 


use magazine 


purpose may be solely to furnish 
light 
i feeling of goodwill be 


The 


but it is real 


entertainment information and 
fo maintain 
tween advertisers and customers 
push can bee buried 
ly there 

Whether hard sell or low-pressure 


most important It is 


the push is 
whole 


It de 


your package, your offer, your 


reason for being in business 


mands first consideration 


last 
have a 
scoffed at 


the initials mean 


part of 


P.S 


Finally — the your 
letter should 


Sore pro 
P.S.'s 
saving pretty 
as aiong to 
Service Institute 


from Ge 


Diaper 
picked up 
had a chorus 

the action 
mn adapted the idea 

; for 


eac! 


They sat 
of coffee 


speaker 


lectert 


Had a supply 


rook charge of questions and answers 


f the audience from 


liment DSI convention 


ibitors turned off lights d 


r panels wi h were scheduled for long n 


trendance best in years In 


Dexter (P.O. Box 7367 


4, Fred 


His story 


ory eling pecans 


ented a pre-tailored, pre 


f the largest diaper manufacturer 


ree of 400 girls Same 


Fernand Hourez 


was in this country 


Heard accidentally 
open arms. He 


is one o 


winner last year of Ff 


in upgrading direct 


to Felix Tyroler, secre 


Andrews (April cover 
centage of members) i 
cheduled from very 
Zz for recreation ar 
niy participating in 


ligently to upgrade d 


of wise 
explain difficult 


Four different 


making 


for 


oOrnings oniy 
identally, enjo 
Houston 8 
appeared in 


cut or pre-fit 


two 


But a PS at the end of : 
times is read first 


sloppy 
letter 


cially by 


many I spe 
Check 


The average person looks 


business executives 
it vourself 
at the letterhead: eves drop down to 
there the P.S 


read li ut 


nature and while 
like iV 


inferesting 


Don't 


ig 
is most seen and 
repeat or augment the push 

If your 
is it ought to be 
w the PLS If your 


intriguing it 


first paragraph 
picture is as good 
rephrase it f{ PS 
is interesting of will 
reading of the entire 


it's the 


stimulate a 
letter. At least th 
if the « xperts 
have demonstrated that 
letters PS 
P.S.-less letters of 

circulars or folders, the P.S 
form. It can be 


ing box or bold face 


opinion of 
moet « 


tests 


and repeated 
action 


designed with a will out 


cours if 
takes a 
a conclud 


high 


p din 


different 
summary 


of benfits 


Yo NOW YOU HAVE the four basi 
S formulas which can help to make 
better It s all old 


But as 


during 


lighting the picture 


direct mail 
Older than any of us 
talked with many 


read and studied 


your 
stuff 
I've 


the past six months 


people 


seein 


direct mail pieces galore it 


ed necessary to revive these old 


perhaps corr formulas 
other 

It's a 
wdon Cook Operat 


and learned mer 
and ef 


ndu 


scenes 
leaders of 


at a round table 


pads and pencil r 


Ironed « 


perfect programing 


uring talks Coffee break 
Afternoor 


yed bumping into ar 


Texas) who made 
The Reporter 
diaper. Gave up the 
the 


s in country 


old Fred and 
Bodden & Dec 

to attend ar nter 
about G&aH Gre 


f the direct 


best 


jritish DMAA 


mail 


tary 


boy who 
nm years All 


eariy morr 


1 gat fests 


panels, t 


irect mal 
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There was an en " ques 
isked during sing panel 

the Diaper Service nstitute con 

A member, who material 

adversely cruu d, wanted 

how hos fir could improve 

or upgrade their « | when it 
iad been created by a i direct 
mail counselor That * a touchy 
subject Several speakers in recent 
months have been m« ng ver the 
fact that too much mail is 
created by amateurs needs more 


professional touch 


| don't know what the answer is 
or will be Maybe direct mail will 
never be handled b professionals 
entire! It's i medium ¢ 
us In small concerns 
do-it-yourself mediu ind ilways 
will be kven the so-called profes 
sionals make terrific blo« pers, a8 was 
the case with the questioner it the 


Diaper Service conventior 


One member of the Greek Chorus at 
Miami Beach (sec page 16) summed 
up the problem very nicely in about 
these words lent it true Vir. Hoke 
that what vou ve bee irving to tell 
us in a kind sort of way is that we ve 
been lacking in good taste in our 
direct mail selling Our problem in 
the future seems to be an in prove 
ment im good taste n selecting 
counseling copy i tationery 
and everything us ' ntacting 


our prospec t« 


The answer to the observation was 
a simple YES. That is the an 
swer to all direct mail criticized as 
being poor It isn’t the fault of the 


mediun The creators lack good 


laste And too many advertisers have 
been too concerned with making di 


rect mail an economical n edium 


We must concern ourselves in the 
future with upgrading direct mail all 
along the line with educating the 
average useTs whi will never he 
profe ssionals, how to use ood taste 
in all their mail contacts, he 
good taste in selectis gy coun 
internal empl ees, suppliers ind pro 


duc ers 


I honestly beliewe the four basi 
formulas, if giver despread distri 
bution by professors and direct mail 
speakers, will help t 
only the users of the 
counselors, suppliers 
is well The formu 
in the trucking 
held in educat 
and ! thers 


ill . 
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vn 


” tying 


The businessman. the 
housewile, the professional 
man? tf you ore, Cupples 
Personalized Lnvelopes are 
designed so as to demand 
atfention and increase yo 
mailing 7 Ld eye 
always ready to react to des , 
and color, and ¢ upples envelopes 
hd BL LA Un ee 
eye-appeal and attractivene 
fo your mailings Your CC. 
representative can show you how « 
design and embossing can work f 
you to achieve greater profits, throu 
( 


Tilda felt te! mailing returns dur 


deportment is ready to prepare 
f y ‘ L 


. for your next envelope m 
The) 8)(e~ 


ereig Lope CO,, Lite 


OFFICES: BOSTON - WASHINGTON - PHILADELPHIA 








THE RESULTS OF A DIRECT MAIL BRAINSTORM SESSION 


THE PROBLEM: How to sell Management on Direct Mail (see details on opposite page) 
THE PILE-UP OF IDEAS: These 58 free wheeling creative ideas: 


1. Toke «@ dozen purchase orders coming in 
from purchasing deportment, check into 
them ond see how mony were rewlts of 
direct mail, 

2. Moke up a list of whet customers wont 
to know. Compeore with whet can be con- 
tained in space od 

3. Put the president on the mailing list of 
competitors. 

4. Make up o direct mail presentation—show 
him sample. 

5. Get ples from suppliers . . . showing 
good quality material can be used in direct 
mail 

6. Be wre presentation is visvel. 

7. interpret in terms of increased soles, 
lower costs and more earning power. 

5. Show president how many calls soles- 
man must moke before closing sole—com- 
pore with cost of direct moil, 

9. impress president with value of customer 
—compared to small cost of direct mail. 

10. Value of salesmen’s time—compore with 
direct’ mail, 

11. Use cose histories. 

12. Get salesmen’s story of value of direct 
moll. 

13. Moke on effort to obtain direct sales 
leads. 

14, Exhibit three-di jonal gimmicks, type 
of paper, etc. customer gets in direct mall 
15. Make « deal with the bos’ secretary to 
watch his own mail and see what he gets in. 
16. Anolyze local publications, making a 
therough survey of people who buy drills 
against people who receive advertising. Use 
percentages to show how direct mail pin- 
points to right person. 

17. Figure out list of customers who repre- 
sent 80% of business. Show how simple to 
concentrate advertising on them, by mail, 
18. Send letters to distributors, selling 
product. 








19. Sampling . show Marilyn Monroe 
operating drill. 

20. Make an analysis of time factor for re- 
placement—work out schedule to send direct 
mall offering replacement parts—or service 
work. 

21. Use ad reprints. 

22. Present campaign to your own salesmen 
ond distributors and have them bring pres- 
sure on the boss. 

23. Show ples of ful mail ad- 
vertising copy . . . for instance, that of com- 
panies who sell entirely by mail—and do well 
with it. 

24. Evaluete your inquires against sales. 
Show results in doller volume. Show per- 
centage of mail advertising compared to 
other types. 

25. Prepare skits showing difference between 
odvertising for cosmetics and drills. 


26. Send mail campaign to boss’ home—un- 
identified—that leads up to call. 

27, Rename drills something beside 
No, 01167 Drill, 

28. Show how publications even use direct 
mail to sell, 

29. Change the name of direct mail itself if 
the boss objects to it. Call it individualized 
advertiing, of something on thet order. 
30. Address reply card to president's home. 
31, Use test mailings. 

32. Use successful direct mail campaign in 
coumetic field to prove point of value of 
direct mail. 

33. If boss thinks highly of publications, 
start compeny's own Newsletter, or house 
orgon. 

34. Use company publicotion .. . even 16- 
poge magazine. 

35. Use direct mail to soften prospects for 
sulesmen’s calls. 





36. Hove wsrvey mode by third party to find 
out whet percent of purchasing agents read 
advertising. Showing advantages of direct 
mail, 

37. Make up direct mail compaign along the 
lines the president is accustomed to. 

38. Put in a little sex appeal in the odver- 
tising. 

39. Have letters similar to president's. 

40. Use name of Chane! No. 2045-8. 

41. Select “Miss P. Drill’. 

42. Have salesmen carry a ten-foot paste- 
beard drill. 

43. Show a large picture of the stone-oge 
man who doesn't use ovr drill. 

44. Send Western Union messenger with 
mailing piece. 

45. Use color to good advantage. 

46. Find out what people who use drills want 
to know ... and show how material con be 
incorporated into mailing campaign. 

47. Send out service hints on how to use the 
drills. 

48. Maybe use the “gift” angle in advertising. 
49. Ask boss if he hos ever bought anything 
by moll. . 
ment. 

50. Find ovt how many sales letters are writ- 
ten individually. Point out they are using the 
mail anyway. 

51. Use one of the boss’ letters os basis for 
campaign. 

52. Send out a letter with a mistake in it. 
53. Send a copy of book on direct mail to 
boss—for instance, Bob Stone's book. 

54. Show port ployed by direct mail in an 
entire advertising campaign. 
55. Use testi jal techni 
coms story. 

56. Send president drill through mail on ten- 
doy trial basis. 

57. Use gimmick hook. 

58.Hire expert to help with sample compoign. 


. vse as starting point in orgu- 





, showing suc 


CHICAGO DIRECT MAIL DAY SHOWS HOW TO FIND IDEAS 


..» Direct mail brainstorming and the 


search for “The Big Idea’ make Chicago's 


3rd Annual Direct Mail Day a double-feature hit! 
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Six panel members and audience produced the 58 ideas at 


the left in less than a half hour . 


through the technique 


of “Brainstorming”. The method, introduced at Chicago DM 


Day should become a major facet for ideas at direct mail meetings. 


rye FIRST mass application of 
| brainstorming applied to direct 
mail problems made its debut in th 
ballroom of Chicago's Palmer House 
on May 25th. Although it is not new 
the brainstorming’ concept intro 
duced at this year’s Chicago Direct 
Mail Day paved the way for what we 
believe will become a future major 
facet for producing direct mail ideas 

Brainstorming is the group dis 
cussion technique designed to stimu 
late a barrage of creative ideas on a 
particular subject within a_ limited 
Lirne The emphasis is placed upon 
spontaneously - generated ideas in 
quantity, without discussion or eval 
uation 

Willard A, Pleuthner, vice presi 
dent of Batten, Barton, Durstine and 
Osborn, New York, enthralled the 
large Chicago audience with a feature 
slide film presentation explaining 
br instorming tee hnique . and 
how they can be used effectively in 


direct mail to solve many problems 


heen right hand 


lor many years he's 
man to BBDO president Alex Os 
born, famed creator of the brainstorn 
method of produc ing ideas 

The BBDO executive's « xplanation 
set the stage for an actual demon 
stration of direct mail brainstorming 
Assisted by Art Studt 
manager of education and training 
for The Hotpoint Company, two dif 
ferent panels were set up to tackle 
two typical direct mail 
The first direct mail brainstorm 


in action 


problems 


session, led by Pleuthner, set sights 
on “How To Sell Your Own Manage 
ment—or, The World's Toughest As 
sienment!” The second session, chair 
manned by Studt, focused on “Hou 
To Sell A Select List of Prospects 
or. The World's Toughest Varket.” 
For this report, let's take a closer 
look at the first brainstorming ses 
sion, the proble m posed and what 
the panel produced in the way of 


creative ideas to solve it 
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Reporters Note 


@ The Ponel: Brainstormers on the first 
panel were: Whitt N. Schultz, Illinois Bell 
Telephone Co.; Robert Atichison, Fensholt 
Advertising Agency; Giles McCollum, Reu 
ben H. Donnelley Corp.; John Scott, G. D 
Searle & Co.; Leo P, Bott, free-lance copy 
writer and George Collins, Encyclopaedia 


Britannica, Ine. 


@® The Problem: “You are advertising man 
ager of an industrial equipment firm man 
ufacturing a special type of industrial drill 
Up to now, your direct mail efforts to 
promote the drill have been successful . 

and you know they could be even better 
with a higher budget. But . . . recently 
the company has had a change in manage 


colorful contribution to the annule of direct mail 


the interesting details (which were visually dramatized by crisp slide pictures) 


lbrainetorming was de clopec 


by Alex Osborn, a four 
arty participants calles 
because in this acti 
used the brain 

probien And they did «o in « 
fashion with each stormer auda 
attacking the sane 

which subjects lend themeelves 


to joint brainstorming, the firet rule 


that the problem be epecihe rather thar 


It should be narrowed down 


ment, The old president has left and his 
place taken by a former executive in the 
cosmetics industry The new president, 
schooled in mass advertising techniques ot 
the cosmetics business, does not think 
direct mail is worthwhile. How can you 
convince him that it is and that you 
should have an even higher direct mail 


budget? 


@ The Pile-Up of ideas; Proof of brain- 
storming’s worth can be seen in the fact 
that in less than a half hour, panel and 
audience piled up a total of 58 creative 
ideas. Their ideas were recorded by 
a fast stenographer who took them down 
at the rate of about one a minute, 

The result is shown on the opposite poge. 


BBDO’S WILLARD PLEUTHNER 
EXPLAINS THE TECHNIQUE 
OF BRAINSTORM SESSIONS 


«- 


Willard Pleuthner's Chicago presentation of the brainstorm methed was oa 


While it's impossible here to give you all 


here's @ 


brief digest of Pleuthner’s explanation of brainstorming and it's possibilities 


wie target 
* familiar as we 
aememo in advance 


helps assure that familiarity 


What should be } si of a brain 


group’ We have found that 4 to 
bers produce wat results, They 
sll male, all female, or mixed. It 
s to have one-half of the par 
pacesetter whe can le Ie 


or a flow ot ideas. Sometimes 





{ Chicago DVM Day Feature : ff ideas on the probles from 6 


retary take thet y grouy act 
reportorially, inetes ‘ Another explanation 
easier tor later ’ i i gro brainstor 


ot the 


wer 100 


or worthy of seri 


leith {ull oursee not! 4 bra 
only 10% of the ideas 

1. Judicial judgment is ruled out! Criticiom ‘ y of consideration is well wort? 

of ideas must be withheld until loter eflo nd e consumed And the 

2. “Sreewheeling” is welcomed! The wilder me-in-ter ‘ wl ideas deve 

the deus the better t is easier to tome ) ‘ eret ideas 

down then te think up 

J Qvuentity is wanted! The greater the num 

yer «of ideas, the more the likelihood of " i f tive is that the 

good ones 

4 Combination and improvement are sought! 

in addition te contributing ideas of their 

owr panel members should sugyest how 

wagertions by others could be turned into 

better ideas, of how two or more ideas 


wid he combined inte oa still better idea 


THE ENTIRE PROGRAM FOR CHICAGO'S HERE ARE THE COMMITTEE CHAIRMEN 


RESPONSIBLE FOR PLANNING AND PRO- 


THIRD DIRECT MAIL DAY WAS DUCING CHICAGO'S THIRD BIG DIRECT 


MAIL DAY SUCCESS 


FLAVORED WITH BIG IDEAS 


Summing up the big feature of the on the Winds City’s third Direct 
day Brain forming took direct mai Mail Day birthday cake 
by storm at Chicago! Uf interest and The entire program was flavored 
enthusiasm of the audience is ar with weas dished up in big por 
indication (the number of note-taker tions during the morning brainstor Seated, Left To Right 
made it look like a presidential pres sessions and afternoon clinics And 
conference) we predict brainstos the final touch, which pointed up th Program Chairman: My A 
seen will become a permanent f whole day of ideas. was i bril Adv. Publications 
ture on the direct marl scene liant keynote sdidress given it ‘ Generel Chairmen Pete 
noot luncheot by kerd Zieglet McCann. Erickson 
So Chicago has done u agai VMeCann-Ericksor Publicity: Allen Drey 
The hard-working Direct Mail We've saved this for last | 
committee chairmen (see phot cause we think it made the perfect Standing, Left Te Right 
the right) should get a loud round candles” for Chicago's Third Direct 


applause for cooking up an exciting Mail Dav birthday cake Ziegler’s Co-Sponsorship: Norn 


, Pp ‘ 
smoothrunning third annual eel theme was a significant decoration Bros oper Co 


complete in every detail. Added for all the other activities of the day 


spots si h as the morning cofles His comments lit up the whole dav « 


Attendance: Frederick 
Runkle Thompson Kovats 


elatch and pre luncheon cocktail tin en phasis on ideas Finance: William WN. Fle 


(highlighted by a display of DMAA We think you'll agree when you Savings Bonk 
Best Direct Mail campaigns and read the condensed version of Ferd Arrangements. Robert 
Mail Advertising Club of Chicago Ziegler . Big Idea” talk begin Laboratories 


trophy winners) put a fine frosting ning on the next page 
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This Chicawo DM Day 


WHAT IS 


keynote address answers the 


important que stion 


THE BIG IDEA 


IN DIRECT MAIL?... 


by Ferd Ziegler, Vice-president 


Welann-Fy 


Reporter's Note 


jnc., N. Y. ¢ 


When Ferd Ziegler appeared on the program of San Francisco's Direct Mail 


Day (March 29th), his remarks Srought wild and enthusiastic applause from the west coast 


audience. Two months later 


ovation 


condensed version of it tells how McCann-Erickson finds “Big Ideas” 


and realistic attitude toward direct mail 


NV ORDER FOR YO ippreciate 
| what I mcan when I sa What's 
The Big Idea In Direct Mail you 
should know how we work in this 
Met ann I ricksor the con 
rk i= at re 


I ricksor *s many 


area at 
text in which the we 
Among McCann 
there is a very 
Sales Development De 
LOO people At 


specialists unique 


group i 
partment of almost 

the present tine the responsibility 
for direct mail rests with this 
for media strategy 
aspects and for pro 


group 
responsibility 
for all creative 
duction 
This Sales Development 
ment is ilmost like iT igen 
the agency We have 


count executives ur own 


Depart 
within 
our ow! T 
creative 

1 staff 


tralhe peop ind acre 


people, copywriters and artists 
of clerks 
taries, and a large staff of printing 
buvers They work closel with ill 
the other specialists ass gned 1 each 
account 
But esser 


eration acd the 


tially it 
entire 
slanted to result in the 
creative pr mduct It 


mm uke 
the overall 


worthwhile 


chent 
creal 
sider t 
Bie Idea 
do—of 
itself 
In developing 

Development Departmer 
ireas of 


the iverage 


rdvertisir y 


conside re to 


With us. direct 
thinking 
work and 


daily 


two big accounts 
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after Ziegler finished his hard hitting, slide-illustrated Keynote addres 


Chicago Direct Mail Day's noon luncheon listeners repeated the 


This 
by taking a creative 


The great adv intage of direct mail 
is we practice it is that it fits a mul 
titude of business situations, with a 
flexibility unmatched by any other 
medium of Communication Wi 
use direct mail for straight com 
munications. We use it to 


to pave the way for a salesman 


help sale . 


to create an image for a product ora 


to sell products te 


company 
| 


inform to get questions answerer 


We us 


ind for private relations 


relations 


And most 


it for publi« 

important, we use it for 

Merchandising Other 
Advertising 


One direct mail effort for Westing 
ouse, for 


the trade excited and interested 


exal iple is designed to 
ough about the national advertis 
ing program to do something about 
it—particularly, to te in with it at 
the point of sale 

vehicle for the vivertisi 

s the famous “Best of Broad 
on TV with an 


) 


» million people for 
plete promotion kit mailed 
supplied rate 
built around { 
B ldea—the tie-it phi ine Best of 
Buy presented by that all-time 
['V salesman, Bett 
nt | want to 
idea of inte 
the national advertisirs r 

Best of Broadwa 


vehicle is 


distributors who 


rial t dealers was 


| ures 
‘ mph isize here 


ration 


vehicle is called 
and the 
Best of Buys 

This was The Bie Idea 


It worked everytime the consumer 


prome ti) 


came to town and saw W estinghouse 


dealer stores plastered with the rem 


niscent phrase that 


brought to mind the demonstrations 
This is stretch 


phrase the 


staged on the show 
ing the advertising dollar to get the 
last erg of energy out of it. It makes 
the national advertising work over 
time for Westinghouse 

Aside from the specialized mer 
chandising approach to direct mail 
another of our most important clients 
uses direct mail in the broadest pos 
sible fashion. To the Esso Standard 
Oil Company direct mail is a most 
inportant medium bsso products 
ire sold only in 18 states, from Maine 


National 


sense is not entirely 


to Louisiana advertising 


in the usual 
So we have developed a 


Dealer 
features powerful mailings direct to 


practe al 


Cooperative Program which 


. 
Consumers 


Direct mail is a major medium of 
advertising We believe that for Esso 
it is equal to, and just as valuable a 


We slingh USE 


aus ze 
hi dn bP af 
BP US 


PROMOTION 


ONE OF McCANN-ERICKSON’S BIG IDEAS; 
The basic idea of integretion was respon 
sible for the success of a big direct mail 
promotion kit for dealers designed to 


merchandise Westinghouse advertising on 


the Best of Broadway TV series 
vig idea: All of the kit's wide range of 

| carried the phrase “Best of Buys 

Best of Broadway 


complete tie-in with 


Editor's Note: The tory of the 
Program wa one of the 


of Mr. Ziegler's Chicago 


Dealer 


it here 

e } cle 

j ere |! in the Ma 

1956, Reporter. On page 30 of that i 
i¢, Esso's Pau! H. Catharine took Re 
porter readers behind the scenes of the 
um howing how Esso 
Erickson combine sales - 
showmanship to produce 
imer direct 

d this feature 

the May 

read it i¢ Esso story will help 


in your search for “The Big Idea 


1956 Reporter 





D. M. Advertising 


Creators & 
Counselors 


Want a basic library? 


Five dollars will bring you 

a complete report of the 

2 day Direct Mail Agency & 
Counselor's meeting sponsored 
by MASA 


Subjects range from “Costing, 
Billing & Profits” to “Direct 
Mail IS a Major Medium 


Copies are limited—so send $5 
check, money order or cash to: 


DMA&C GROUP 


18120 James Couzens Highway 
Detroit 35, Michigan 





. 
it’s ABOUT TYME 
we got together... 
Whether your job 
is large or small 
Do yourself a favor 
ond give us a call 


YMC verren senvict corr. 


430. tem 87. 6 YO OMY. AL eOTTS 


A COMPLETE DIRECT MAIL SERVICE 














7~ \ NEED IDEAS, 


SEND FOR AN “AMPRO AD-FOLIO” 


Creative copy for letters thal will sell fer you. And 
we'll produce the werk te your erder—Mal'! 
it te you pestpeld! Also, custom Mimeogrephing 
Piash Cards, Cartooning, 186 Composition. We 
don! waste time, tpeedio service ls our querentes 
“SAVE BY MAIL” 
ADVERTISING & MAIL 


PRO/AOTIONS, INC. 


Gee (197. 6300 Chester Ave. Cleveland, Oble 





{ Chu Z0o DM Day Feature 
o 
radio, mag 


sellin foot as television 


newspapers and outdoor 


We treat it with all the respect 
creative ekill that such 
cle “rves We believe 


heartedly in the effectiveness of prop 


attention and 
stature whole 
erly planned and executed direct mail 
not as a sporadic, sometime thing 
but as a consistent means of accomp 
lishing a purpose. We believe that 
in keeping with all other advertising 
ood direct mail must be a combina 
tion of Sale smanship plus Shou man 
ship 
Another 


pasted in our hats is that direct mail 


major lesson we have 
is primarily a creative concern Phat 
is an area for the best creative minds 


lhe creative problem is twofold 


First: [here is the basic matter of the 


approach to a business situation. 
Here is where the first creative think 
ng is required This is the decision 
ibout whether, where, when and hou 
to use direct mail as the medium of 
communication 

This may seem as if | am elaborat 
but too often 


have | seen direct mail overlooked 


ing on the obvious 
in the plans to answer a problem 
plans where direct mail should have 
been the first medium to be thought 
of 


Second: There is the creative aspect 
The for 


the words 


of what to say, and hou 
mat, the theme 
and pictures 

In the two areas above stand the bi; 


re ed for 


The Big Idea. 


Now | am sure that every man in 
direct mail not only has a great deal 
of respect tor The Big Idea, but too 
often has been in the position of 
wishing he had one and none 
occurred. Or. he has had people on 
the payroll for the purpose of turn 
ing out Big Ideas to no avail at 
times | am sure that, at this very 
moment, there is more than one busi 
nessman languishing for the lack of 
The Big Idea. And there are others 
who don't even know they need one! 

Most of us have altogether too 
much respect for ideas to think you 
can get them with pushbuttons. And 
vet we think the 
a good extent To 


pro cas can he 
mechanized to 
show you what I mean by this, I'm 


going to give you a glimpse at the 


latest ce velopment in Creative futo 
mation our way of preparing the 
thinking mechanisms of our creative 
people so that we can almost guar 
antee coming up with a Big Idea 


We have 


form—a Plan of Creative Procedure 


developed in written 
which seems to work Here are some 
of its more important and gener al 


highlights 


@ \. uggest to our peopl that when 
they tart hunting for The Big Idea, they 
nrelated. We ask them 


to look for dramatic analogies and meta 


try to relate the 


phors which can be visualized Re 
lating the unrelated reeultse in the unex 
pected ‘ iptures attention 
und interest 
@ We ask our peo ) 0 ink of 
yactures first and ords second lo find 

torial representation o what they 

say. Fewer 

are more 

und make 
@ We ask our peop 
to identify themsel 
They should pu 


through Ais bi-focal« nd then talk to 


eal effort 
reader 


peering 


themselves 
@ We ask the 


s sometin 


our pee 
ong the 


enamored o 


but astonishing 
plish i i the 
of reading the 
no better way to de 
opy rings true 
@ We save the 
When the job 
is prepared to 
ist that he 
stor Here 


— |s this the best job you can do in the 
alletted time? if the agency were being 
judged by this job clone would you feel 
secure? if you hed to spend your own 
money to produce this job, would you pro 


coed with it? Is your conscience clear 


*In this connection we are great be- 
lievers in brainstorm meetings only 
we call them “Spark Sessions.” We use 
Spark Sessions as a routine procedure 
and have as many as four or five in a 
week. Each is limited to one hour 
Generally, when you get in the groove 
with this type of session 60 


are enough 
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about the compromises you hod to moke 
becouse of the client's dictates or prejudices? 


Or should you hove token oa stand 


As | said. these are only the high 
lights of our attempts to mechanize 
the process of obtaining The Biz 
Idea 


The Need for Compensating 
“Big Idea” Creators 


There are some people who feel 
that their advertising agencies should 
render direct mail creative service 
without charge in consideration 
of the overall idvertising budget 
spent in co nmissionable media 

It is my strong persona conviction 
that this results in no bargain to this 
Ly pe of advertiser In this dollar 
conscious world, you get what you 
pay for. Direct mail is a specialized 
medium and | have found that 
it takes specialized frainin special 
ized experience to make 1 good crea 
tive person of the type who can turn 
out “The Big Idea’ 

The creative people who work on 
'V commercials, who create mag 
azine and ne wspaper vertising are 

let's face it lob 0 They 
want no part of direct 1 This is 
beneath them. Direct mail to them 
is mail order. And o them—mail 
order is low order 

So the vdvertising gency with a 
client who wants direct mail for free 
is faced with a practical 
Who can they get to do it 


problem 


It's overhead says the agency 
“We gotta keep the overhead down.’ 
So they hire a hack, or a cub 
or sometimes a fairly good copy 
writer with no interest in direct mail 
(who takes the job because it is a 
foot in the door i stepping stone 
to a higher-class position in 
regular copy department 

It’s a vicious circle 
of such a policy can’t 
no one at the avera 
terested in direct mail 
client has become soured 


I reps il the inswer 


Mu“ hat you pay for V ake the creative 


job in dires f mail altractive and you 
make direct mail work for agencies 

In order to do this. the agency 
must be compensated for its invest 
ment We think McCam Erickson 
has ample proof that the investmen 
pays off for our clients. It pays off 
because it takes a high-caliber crea 
tive talent to come up with The Big 
Idea And The Big dea is 
what makes direct mail earn its keep 


is a4 major advertising medium 2 
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“For '/2-million-piece mailings 
...- Bunn Machines a necessity 


says Donald Walters, Pres., American Advertising Service 


Sometimes it is necessary to quote on mailings of up to one- 
half million pieces,” reports Mr. Walters, who heads this Cin- 
cinnati direct mail firm. “Without our Bunn Tying Machines, 
it would be impossible for us to quote on a job that size ; 
let alone accept it if offered. Truly, Bunn Machines are a very 
important and integral part of our mailing operation: 

Tying out huge quantities of mail quickly is simple 
and economical with Bunn Package Tying Machines. Each 
wrap and tie of the strong twine i made in 1% seconds 
or less never too tight. never too loose. Bunn Machines 
adjust automatically to any size or shape tie the smallest 
commercial envelope or the largest catalog type The slip proof 
Bunn knot which can't come undone is approved by 
postmasters every where. Operation of Bunn Machines is 
fatigue les: imple beginner immediately do as much 
work as 5 to 10 experienced hand-tye1 


PACKAGE 
TYING 
MACHINES 
Since 1907 


7605 Vincennes Ave. 


B. H. BUNN co., Dept 80D 76 Chicage 20, iMinels 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Dept. 20-76 


Ger THE 7605 Vincennes Ave., Chicage 20, Ill 


WHOLE STORY 


Send today for 
this foct-pocked 
booklet, which 
ilivetrotes the 
mony odvanteges 
of Bunn Tying 
Machines 

Or let @ Bunn 
Tying Engineer 
thow you 

No oebligetion 


[) Please send me ao copy of your free booklet 
[}] Please hove a Bunn Tying Engineer contact me 
060000 aeeeee= 

Compony . 

Addrew 


City — 





Vo matter what your job is in direct mail, you should benefit from 


this advice 


Hundred Villion Club. 


presented at the May 


10th meeting of New York's 


OUR BUSINESS IS WORDS 


A LL oF t in direct mail, regard 
ewe Of 0 work, must be in 
terested’ in o * as selling tools 


Word ive “ the 


opy writer 


business of the 
Whether our a 
tivil is in lists, art work 
on the 


printing 
mechanical end, we must re 
cognize that a good part of success 
depends on the persuasive powel of 
words to move a reader to action 
We can use 
of color 


ilway and finally, the sale is made 


unusual layouts, a lot 


wine icks and gadgets brut 


with word 


paper 


™ “ at 1 cop 


printed on 1 piece of 


writer you should i“ em ugh 
about thre business of words to recog 
nize the difference between those that 


yet i chance 


sell and those that never 

to sell, because they are strangers in 

the mind of your reader 
There are many books 


language They 


ivailabl 
scmantios und 
are interesting. but offer litth help 
on words i” selling tools This 
natural since most of the books are 
written by learned men who have 
no imterest in selling whatever In 
cidentally, most books on words ar 
hard to understand Odrve author 
his preface that his book 

rough going and if the reader does 
not have a complete education, he 
had best leave it alone Il made the 
mistake of buvir w that on before 
reading the preface 

| don't 
copywriter, if there is such 
I fly by the seat of my pants 
of the time | suspect other 
writers do to« Sometimes our words 


sell and sometimes they don't But 


pretend to be i! 


we are too willing to accept the rv 


sults without finding out why Cine 





By PAUL J. BRINGE 


Sale Vanage / 


letter might outpull another by two 
to one, and often we don't know the 
reason, learn enough about 
the use of words to 


i letter / 


predict the per 
I think we can 
ibout the 
works to 
furnish an o vw on which we can 


build 


fi rrriatiee 
I here is enough known 


r 


human mind d how it 


The Most Accurate 
Computing Machine 


Industry is turnit gy out computing 


astound is Wi pre 
dict the path of a missile, in spite 


machines that 


of variables such as wind velocit 


arvcl the pull of gravity 


altitude. Corrections for error 


earth rotation 
due to 
ire made in flight with great accu 
rac What 


this Squirrels 


wonderful about 
jumping from tres 
to tree have been making such cal 


culations automatically for millions 


F 


Those 
who were not accurate fell and died 
Those having the best 


machines lived and multiplied so 


of years, with great accuracy 
computing 


squirrels living today represent the 


These deli 


squirrel! 


ultimate in refinement 
cate and comple ited 
puting achines operate o1 1 few 
nut meats a day 

We have fine instruments that tell 
us the length of a day to the fraction 
of a second, o1 


to LOOth of a dewres Yet birds and 
plants have beer " iking such cal 


neasure ter perature 


culations for millions of 
correctly I he ire 
With our 
machines we are just beginning 
make use of the feed-back pr 
which has been old stuff 


since time beg 


doing it 


today to prove it 


nature 
im 

The computing | ‘ me our 
heads is more accurate than anythir yy 


we will produce mechanicall It is 


Paul J. Bringe 


Reporter's Note: Paul J. Bringe is a fre- 
quently welcomed visitor to these pages. He 
is best remembered for his dynamic re- 
placement of 125 salesmen with direct mail 
at Milwaukee Dustless Brush Co 
is sales moneger (the complete story was 
told in the June, 1953 REPORTER). Since 
then, Paul has impressed Reporter readers 
with @ let of his down-+to-carth thinking 


where he 


and sound advice in a number of feature 
articles. (His last appecred in the December 
1955 issve). This talk, which he gave on 
May 10th at a meeting of New York's 
Hundred Million Club, makes on important 
addition to the Paul Bringe “file” 
ter whet you do in the field of direct mail, 
you will benefit by reading ond heeding 
Paul's advice on working with words 


Neo met- 
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a computing mac hine that tells us by 
its output, what is needed to stir it 
into action The human mind oper 
ates on the feed-back principle as 
oes every living thing Let's are 
how we can take advantage of this 
to write words that sell 

Our mental computing whines 
operate on words. We hear or read 
a word and immediately our memory 
drums start revolving A search 
oes 0 at the speed f light for 
associated with that 


stored facts 


word Sor of these facts we stor 


inder conditions of pieasure and 


j 


ll bring 


. 


jut a similar reaction wher 


recalled (Nhers stored under pain 


ful conditions will 
pain re rclion 

All thinking and 
tion is a result of 
electrical contacts wu 
words The purpose 


make another hun 


ou request if the 
call forth make ! 
pie isurable result rather 


ful 
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pre 
Locr tor 

quare edge 

after yea Thi un 

ter, greater 

All adding 

who specifies 


leading merchant 


FRASER PAPER, LIMITED 


Mills 
Salea Office y 


Madawaska, Maine 
New York, Chicago 








HAND LETTERING FROM FILM 


@ Keep your words short. Be ready to doubt anything longer 


ra 


able inless they are combinations of easy wo 
@ Use a picture word rather than an abstract word whene' 


o Kee; your words in the active tense The turkey 
Not The corn is gobbled by the turkey.” 








of us are different, even within our inition of a word ; @ ugh 
own culture s the same word will Words have flavor oro;°rs ind smells 
start a fire in one mind and put out They are rough or smooth to the 
a fire in another touch They have the magi quality 
We recognize this in direct mail by of creating a bright, living image in 
looking for groups of people with the mind of the reader. When you 
similar expe rietrice if we have a list use them we il you ¢ reatle a ry show 
of women who bought hair dye, we in full color and sound, with a cast 
know they have certain ideas about of stars. Your only production cost 
gray hair. We know that not many is the mental sweat you put into the 
of them are less than thirty years job 
No premium...No extras ponent among a a a7 and _ The “Meaning” of Words 
All styles, including scripts ing attractive We write to this Words cannot mean the same thing 
Glossy print for reproduction group with a fair knowledge of what to all of us. In Alice in Wonderland, 
24-hour service. Mail deliveries words will start a fire, or at least Humpty-Dumpty says “When / use 
anywhere in the U.S.A raise the mental t mperature a word, it means just what / choose 
Order from Style Book DM i. Oo mann eities mese wer leon.” 
Free on request Your Reader's Difficult Job If we think like that, we will never 
Film-Lettering Division write selling words. This is the atti 
Your reader's task is to get an tude of people in mental institutions 
RAPID TYPOGRAPHERS, Ine. exact meaning from the words you Their words mean only what they 
» and analy the on - ene 
305 EAST 40th ST., NEW YORK 170 Wines an’ omy fe meaning you wan ee 
MUrray Hill 82445 thing for him to do mue h more dif psasnieg yer — ssp taney ¥: 
mean neither more nor less And it 


fieult than your job of writing th is our job to learn what meanings 

















words. For every thought you sur our readers attach to words 


cessfully express in speet h or writ Most an\ place in this country if 
ing, you have ten or fifty more you ask for whiskey and soda, you 
™~ thoughts that are not expressed Your will get whiskey and charged water 

rt y 
reader gets only what has gone with no sweetening. But. if vou ask 
through the filter of your mind for whiskey and soda in Milwaukee. 
when your job gets stuck Your thought is clear to you because vou will cet whiskey and sweet soda 
rt F 
on that proverbial truck it is supported in your mind with in Milwaukee. if vou want whiskey 

” many associations to give it exact 

’ ‘ and soda, you ask for seltzer. Then 
IT’S TYME FOR A CHANGE meaning In your reader's mind it you will get charged water In Mil 
is fitted to a different set of associa waukee soda means only one thing, 


Wont deliveries on time 
tions Each of us has a different and it is not the meaning you know. 


instead of a stall? 
You Il do well memory drum in our heads It's 


lo give us a coll surprising that we understand each 


“0 well How can we use words to 
ym LETTER SERVICE CORP. tap the memory drum in our reader's 
aot tee er mY om a eorre mind? 

A COMPLETE DIRECT MALL SERVICE We muct f ures. have a thas 

. ius ot co Oe i Pf m 
ough knowledge of English. I am 
not talking about rules of grammar 














DIRECT MAIL AND MAIL ORDER or syntax You don’t have to be an 


Cc Oo Pp Y expert at that. There are plenty of 


people who can straighten out your 
Writer eof Mall Order Letters thal 
bring beck orders end cash 
Contacting Letters that create end when grammar is unimportant. The 
maintain good willl between steles 
men's calls beokiets, folders copy must sound right, feel right 
brochures, house orgens, circulars thet 
to de. Celt tedered te @ Gatien flow right. If it does this and still 
wide cilentele, Winner of two DMAA does not conform to rules of gram 
Best of lndustry Awards Dartne!! 
Geld Medel editer of IMP mar, we can forget the rules In mv hore 


we world's emetied Sess anges.” A good knowledge of English isn’t our mother and father. The names 


ORVILLE E. REED enough. Knowing the dictionary def were always “Ma” and “Pa”. To me 


106 NW. STATE STREET 
HOWELL, MICHIGAN 


> 
grammar Besides, there are times 


we never spoke of 
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EMEMBER WHEN YOU WRITE DIRECT MAIL COPY 


entence length down. Anything more than 20 will 


a Keep your average 
tire the reader 


@ Talk the reader's language 


yours. If you know Greek save it for talking to Greeks 


Don't let him waste his energy translating 








those two short words have a host 
of associations The take me back 
to when | was six or seven years old 
I think of an outdoor German beet 
band Vienese 


waltzes, my mother and father dan 


garden a playing 
ing, with my mother in long skirts 
and my father with a high stiff col 
lar—and how all of us kids had the 
privilege of sliding on the dance 
floor between numbers 

The simple terms Ma and Pa do 
thinking even 


realize it You 


sumething to my 
though | do not 
mean one thing when you use the 
words but when they filter through 
my mind, they pick up many pleas 
ant memories Presently | am read 
ing meanings in your words that you 
never intended to put there. But you 
did put them there 
key words that 
train in my mind 

Can this kind of association in 


buying / It certain! can 


when you used 


unlock a memory 


fluence 
95°, of our 


made because of the associations call 


buying decisions are 


ed up in our minds—not through 
the bare 


pap r 


“Echo Words” Help Create 
A Mental Picture 


meaning of words put on 


Some words are arbitrary 
symbols for a thing o ctior The 
community 1 collection 


of lette rs shall bye prot ‘ unced if rie 


agrees that 


way and carry a particular mean 


Cuckoo Pcers 
CMM UM dd / y 4 
wr ge 
a 
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The arbitrary nature of the 
word is clear when we look for it in 
In Spanish it is 


radish 


foreign languages 
manzana. In Hungarian it is alma 
In Rumanian it is mar. In French 
it is pomme In German it does have 
a similarity to English. It is apfel 
and the only reason for the similarity 
is because our word is borrowed 


from the Anglo There is 


nothing in words like this to indicate 


saxon 
to a person who is mentally lazy 
what the meaning might be 


What I call “echo words” 


and they are 


convey 
meaning by sound 
easy to understand. The word “bu 

tells its meaning with its sound so 
that even a small child understands 
Generally, echo words have similar 
sounds in many languages. The word 
‘cuckoo” is spelled coucou in French 
In German it is kuckkuck 
Greek it is kokys 
is kakuk 


in direct mail because the doors of 


In ancient 
In Hungarian it 


Echo words are a big help 


the mind are wide open to them 
They help us create a clear mental 
picture 

Such abstract words as plutocrat 
justice charm 


reactionary, freedom 


ing and horrible mean something 
different to each reader The ideas 
they describe cannot be touched, felt 
or seen and their me inings are hazy 
ind vague. Use them with great care 
The multiple associations they carry 
ake them dangerous when we try 
to convey exact meaning It's my 
to use abstract words in our writing 
They make it unnecessary for us 

think clearly But when they come 
in. they bring 


the rich as well as the poor and to 


ill their relatives along 


vether they ma ruin your copy 
Some words are supposed to mean 
the same thing as another word. But 
there is no such thing as two words 
that mean the same thing. If an 
two words mean the same thing to 


day, they differ 


norrow Leap ind jump are 


will mean something 


but the dont mean 
synon are atl 
ind any one if 


the meaning we 





by eed Fil gw ter cattery fee meey 6 omeowe 

tow Deaaseeors tegrees ep memeareeed (eet wth scante 
See he ee mY OPE RO tt owt 
b= Sent Udowe ewes Coen ynneme 6 mheun 
On new santueGe af Gatietey im Aenge 
a 
(Mme ated ote pemtmerr! Bate giamy 
Peritet agen eoyacet 


cott eepecctom pleweantoniic wes weeny 


Sulouno 


ara 


NEW STOCK CARDS 


Dramatic stock cards featuring 
mart art, handsome 2 and 3 
lithography iuxurious 
papers (by Curtis, Linweave 
Mohawk, and Springfield) An 


card (above) in 3 colors 


color 


nouncer 
on 8'2x1ll parchment. Others on 
change of phone number plant 
vacation moving, 
Christmas, et Blank areas for 
imprinting by any method. Writ 
for samples and prices on “Vol 
Kards Special 
lettershops and printers 


VOLK CORPORATION 


Pleasantville 24, New Jersey 


closing for 


discounts to 





” 
TYME WILL TELL 
How to do it economically! 
Your direct mail money 
will go a long way 
if you find out our sec ret, 
* $0 call today! 


YME verien seavict cone. 


430 10m ST Mw YOON YY AL 4OTS 


A COMPLETE DIRECT MAIL SERVICE 








POET IIT: 
Ge sales-acimed ideas layout 
Copy. finished art tor direct mail BY 


MAIL brow a, DMAA Be adustry 


Award w Bab Rainey « on the 
with 
pro 


the adver 


AD SCRIBE, 


f 
anion, 








one of your headaches? 


Then you ll want to get the focts on eur kind 


of Soles Letter with the built in reply card 


You Il be joing a mighty impressive list of 
bive chips, too, who ve learned that the 
built-in reply card boosts responses 


lowers selling costs! 

One stop service for creative printing 
and mailing saves your me beeps you busy 
planning instead of just picking up loose ends 
Why not rend now for more information and 


samples of recent successtul promotions? 


\ SALES LETTERS 


153 W. 2rd 6+... Mew York tt 
Telephone WAtkine 9.2680 . 1 











. 
to get things going 
Want speed, accuracy 
ond direct mai! know-how 
Be wise like many others 


a sight r w 


4 ia LETTER SERVICE CORP. 


430 tom eT Mw YOON YY Ab eOIre 


A COMPLETE DIRECT MALL SERVICE 








WRITE FOR FREE PORTFOLIO 


hiets, folders, letterheads and 
similar pieces which | have written and de 
signed, by mail, for firms in all parts of the 
country from Maine to Califorma 
RAYMOND LUFKIN 
A dvertia # Plone Copy «a Desigs iret ¢ 
sil. tron y at home 


124 West Clinton Avenue Tenafly New jersey 


of samples of bh 


How Frequently Are Your 
Words Used? 


Whenever I see a word of three or 
more svilables in direct mail 
for the Thorndike 

This lists 
For direct 
JOM) \ 


Barnhardt diction 
of word 
only the 
high school 
od grasp of the first 
ind a high # hool grad 
uate of the first 15,000 
far as the first 20,000 is 


copy 


fre quency 
mail | use 

used 
junior has a g 
LO.) words 
(,omg as 
about the 
limit to have yur understood 
by most readers. In this talk there 
rds that do not appear 
10.000. Seven of 


are only 30 we 
in the most used 
these do neat 
20.000 


ippear in the = first 
just two words 

I will not 
take a chance of confusing a reader 
ided 
throw i word out just 
does not D n the first 
But the sens the word 


There ire 


the over ASREE 8) group 


when it can be a | would not 
because it 
20.000 
must be 


very clear to | it in 


Less thar »* of the 
Webster's Dictionary 
bility of interesting your 
caunm Mi Aver ipe Van 


than 3° of those words 


words in 
have any possi 
reade r be 
knows le =% 

This re 


duces our problem hecause it shortens 


the number * need to use 


At the same o job 


must make 


becomes 
dithcult because we 
with the 


generally 


mere 
our meaning lear rather 
small suppl familiar 


words 


I count entence length If sen 
iverage more than 17 or 18 
break them down into 


What you are 
prospect to 


tences 
words | 
shorter units reading 
averages 1 | want my 
use all his mental energy to create 


1 will not risk 


than is 


a“ picture in his mind 


usitip his energy any more 


absolutely necessary to read my story 
and buy my product If you are 
mentally lazy our wont 
make difference 


reason whiy he should 


prospect 


up the There is no 


“The Principle of Least Effort’ 


fulfill their desires 
with the least 
Everything we do is 
done by the method we think is 
easiest in the long run. We make 
every day Most of 
Wearing our 


1 rainy day may depend 


People want to 
ind gain their goals 


possible eff rt 


such calculations 
them are iutomat« 
rulsbe rs 

how hare is to find them, or 
amount ol 


he w i if¢ The 
to do with 


ery little 


I grab 


Effort is 


scientists ¢ re it 


This Principle of Least 
the social applies 
to language as it does to every other 
life activity Lar 
of the judgment of millions of people 
on how to with 
the least amount of ort. It is a 

speaker ind 
trving tor the 


wuage is the result 


express a hought 


compromise hetween 


hearer \ spe iker 


word ~ THOUCHTS 


o, a wan 8 THING On y 


cote 
REY QQ 


least amount of effort, would like to 
use only one wo 
different thoughts he has The 
er, to least effort. would 
like each word to thing 


thing else 


rd to express ill the 
listen 
achieve the 
mean one 


only, and m 


When we write to sell, we recognize 
that the 
Mostly he 
he learned in fourth or 


reader is mentally lazy 
wants short words, those 
fifth grace 
He won't learn a new word just be 


cause we know what it means 


We take 


by telling our story in short words 


advantage of his laziness 
But when we cde that we run into 
inother roblem Ihe shorter the 
word, the more different 


have We overcome 


neanings 


it will 


ittentior 
with « ach 


1 , gy very careful 
the Oo associal 


other 


2. Qualifying the short word with 


others to make our meat ing very 


clear without taxing the mental en 


ergy of our reade! 


3. Making up with mental 
eflort, the 


extend hime« if 


our ¢ n 


refusal 0 our re ader to 


all this a formul In the 
there are ight different 


rmula ind 


I don't 
dictionary 
meanings for the word fo 
in this sense none are satisfactory 
lo me a formula is a re 


when understar 
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SOME UNUSUAL 
CORRESPONDENCE 
While Or; 


siting the 
of The Re 
showed 
unusual 
Bus } 
distance 
sonal } ‘ 
Finkenbinder, sales pr 
ger ! Danuser Mact 
tor Missouri After 
chuckled over the unust 
wondered where 
heer 
GUARANTEE IN THE MAKING © Dismaniling each 
piece of Equipment for inspecting, cleaning, refinishing, 
replacing and testing is Standard Operating Procedure at 
AMECO 
pier head - - So when you need Addressograph, Elliott or 
lre Speedaumat addressing machines; Graphotypes, plates, 
frames, cabinets or trays for any addressing system 
first investigcte the substantial savings possible in REBUILT 
equipment 
Call the 36 year old house of REBUILT equipment who 


gives new machine gvarantee with every sale 
al with 


the Addressing Machine & Equipment Company, Inc 
326 Broadway New York 7, N.Y 
to visil ) ! ri etl ato : 7 
HAnover 2.6700 
to obtain iterial 
ped onto he letter 


with tl subypec 





his letters to Bus 
cut and tinted to 


pasted underneath it. |e RAVERS 
pasted underne " j - 

In a letter ,us ' ; 
You can measure the success of 


introducing 


your printed promotional mate 
ade the ket 


rial more accurately by selecting 
Horan” in the preparation of 
quality Black & W hite Re nday 


or Color Process printing plates 


In the production of dependable 
photo engravings the human cle 
ment is as great a factor as the 


best of modern mechanical tech 


niques Psst! Get an AdverKit! 


Why not call for one of our rep- Plan eslertel compciqns fem on idee 
resentative packed portfolio of ever 100 direct mail 





somples 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM OM PHOTOENGRAVING Create action-getting, bes t-of-industry 





mailing pieces from a new selection of 
Operating Twenty-four Hours a Day, Jumbe Cords, Flash Bulletins, Cortoon 
Four Shifts Every Work Day Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings 
P. S. A copy of “The 
Art end Technique of All Advertit items created and pre- 
printed by American Mail Advertising 
Your sales message easily added wsing 
any office duplicater 


Photo Engraving” will 
aid you with your pro 
duction problems Send 
$2.80 Mail $2.00 for your AdverKit—retundable 
on first order 








HORAN ENGRAVING CO., INC. 
44 West 28th Street, New Yorks 1,6. ¥ AMI RICAN MAII ADVE RIISIAG 


MUrray Hill 9-8585 cane 
iw a A 
Branch Off . Neweork, N.1., Allentown, Pa ‘ 4 


r 
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“A 


Reed-able Copy” 


A Meithly Clinic, Conducted by Onoihle7 Reed 









































































WO MONTHS AGO in this depart inquiry is only one step in that dire proach to his selling job. A recent 
ment we devoted considerabl tion The letter answering inquiries letter he mailed to dealers ran as 
space to an idea concerning follow is the thing that actually does the follows 
ups which we felt would be of help to final order-getting job Dp , ' 
ont you get a wee bit tired o anu 
readers. In doing so we cited an in Still, we find too many concerns 
facturers claiming that their product will 
stance of what we thought to be care using weak vapid punchless follow ' : ' ; 
ll the maecives or you that ai you lave 
less follow up up letters - 
os to do is hold forth at the ash register 
fbur point was that in the original We hope the result of this dis 
letter to wet the maquiry there was a cussion” will be that you will analyz ( Note I've got a bulging file of let 
head Here's how you can save up your own follow up letters to mak ters supposed to sell products to 
fo Ai, on ete which would natu sure they are doing as good a jop dealers that hegin These sell like 
ally attract the attention of many of getting the order as your imquiry hot cakes Or ‘All vou do is dis 
readers. But, in the letter answering getting letter does in getting th play the super widget and it seils 
the inquiries received the saving mquiry itself Ory These fradgets eell on 
quoted was “up to JO, sight—all you do is ring up the 
(dur pol which we think a valid sales, } 
on . ; , v te dit Note The tep ter ha alway ; 
we we that in preparing t letter (we . ‘ . : , . ‘ ~ - ’ But let s proceed with this won 
to anewer inquiries, as much car ec know rank cr We 
I ‘ have criticized all sorts and types of direct derful English Company lette: 
should be taken as in the preparation mal not to be ndictive, but to ga 
impr ements a na@ the line Ar ne . 
of the imquiry- getting letter whe send td a saath chawta he wi As you wearily lock tl front door a 
The company whose letters we ng to accept criticisn just a ‘ lot lay, it b pa ar that 
adver er “ ave been indly spank 
eriticiwzed seems to think we have ed by the genera dvertising trade paper ar the asus ! ! J 
challenged their integrity Nothing — eons By ~~ see - 27 me youre tore. Youve spent a da elling of just 
‘ a ery few indi dua have 
was further from our mind. We do plained abou ir criticisms. In t par watching people | That wi 
theular ane s retraction wa ce anded ‘ oh 
nat know mv of the membe rs of the fron , and f On e Reed "HH we build uch ' wit ea i" he 
- . , - ‘ d we retract statements which were qualit kaging ad astols of Hebl 
‘ mipany W have never bought suoted ~y - = ~ - A. ; : pa ‘ | 
anvthing from them We ire ’in no etter and the fol w-up t the juiry I . rt ‘ swe am 
Wwe re r f fee , were hurt. but ‘ 
position t challe nee their sincerit instead of . sh ee be tals - oF a I lir th t i i t 
or integrity ' ehill the est irse would be t i . I 
rT ' ' hange future ' s the t will be 
u we ré iL poraitior “ ‘ ‘ ‘ e erit , ‘ 
, ’ i | ition wimon al HH Sr ( Note See how Mr. Lindner makes 
ish not onl them. but any one who , 
" the retailer feel they are partners in 
uses the miaiia te «ell to give i” . 
bh th he to the lett this enterprise iob of selling th 
tritaech hotuyh ‘ TL ‘ er anaewering ” : ”“ 
A Little Bad... Hobby Line. Sells the idea that Mr 
inquiries as to the letter they writ 
. Lindner has the dealer's profits at 
to go after business Rernice FitzGibbon made 1 re 
heart doesn t it 
Chur point was that the Mit, re mark in one of her articles in Good - 
clus tion was the thing that motivated Housekeeping magazine to the effect The letter continues 
the mquirer And that getting a repl that » littl had makes a lot { \ , a 
quoting up t ith was a definit good helievable She suggests, and + hell mer 
letdows ! agree with her, that an honest ad is © mee, te ws oh 
Th re has been so ruse hy emphas : mission of i! unin portant short 1) - - —_ fort 
put on percentage of returns and coming lowers the reader s guard H | a 7 ' thes 
number of if uities that many uscte if ad ! ake . | Li lay himself wide cope } . T; ‘ 
of direct mail feel this is the end and for the acceptance of the advantages 
+ 
all of a « mnpaign An we p mted Paul A. | dner of John A Ine Note see how adroit Vir. Lind 
out m our arth the thing that lah ¢ ir West Trenton Ave ner lets the dealer know that it is 
makes a cal paign i success is the Vi. rriville Per na who sells scal necessary for hi t | ful easier 
amount of money or the number of model electric trains and accessori« hecause the prod t ha i it 
inquiries it brings in (,etting thy the ugh dealers. takes a sensible ip tractive sales | t | tt sie 
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to believe than They sell like hot 
cakes Just display them and ring 
up sales on your cash register?) 

By stating that his product doesn t 
sell itself, Mr. Lindner makes an 
“honest admissiot ol something the 
retailer already knows is true. Thus 
he lowers the retailer's guard and 
lays him wide open to an acceptance 
of the fact that people will buy the 
Hobby Line 

We ran across mother nece of 
copy written with the idea tat “A letters 
little bad makes a lot of good be PREM 
lievable A stockbroker uses this / 


sentence 


look better on 


You have to remember t 


for prot if 


ot 


Then the copy builds an effective 
sales story on how to buy stocks. It 
tells the prospect ‘Bei y able to buy 
a lot of different stocks isn’t the im 
portant thing: buying a good stock ey iy 4 Se “4 os eed : 


is. Proper investment guidance has me es - wary : iter 
a lot to do with it Pan BYRON WESTON COMPANY & 
+4 sure some  eadepe old “hit is : Address Dept DM /$/) THY eae. MASSACHUSETTS . 
are “cream ~ the riorious - sales . . ‘> 

points mail order copywriters will ' 4 Le eRe Me 7 a f — > ie Tas ‘Records Since 1863 
be horrified that anyone would be . — . : 

silly enough to admit that there’s a 

little bad” about a product or sery 

ice 


Labored Letter 


Lsers of direct mail to sell a stock 
service or stock digest have a dith 
eult job. There are so many rules 
ind regulations to which they must 
adhere, that suggesting a benefit and 
proving that the stock service will 
provide that beneht are hard to do 

Nobody knows whether a given 
stock or the whole stock market is 
going up of down Perhaps that's 
the reason so many weasel wor 
and phrases creep into most 
stock service letters. We have 
before us which we would like to 
comment upon briefly The first 


sentence 


May we direct your at 
low priced special situation § that 


opinion as 4 profitable tutur 


(Comment: I never heard of this , ‘* This is a custom job | had made 
company before They haven't estab 7 ° ° oy ’ 
che’ the fect thet their “oniaion " at Tension... Their regular 
is of any value.) models are for letters!"’ 
Further down in the letter appears 
this sentence For high quality jet-tast service 
and “down-to-earth” prices: call or write 


“TENSION ENVELOPE CORPORATION 


WEW YORK 36,6. 1. + S97 Filth Avenue OLS MOINES 14, (OWA + 1917 Grend Avenue 
ST. LOUIS 10, MO. + SOO! Southwest Ave HAMSAS CITY 6, MO. + 19th & Campbell tne 
MINNEAPOLIS |, MINN. + 129 Morth Dad Se FT. WORTH 12, TEXAS + 5900 Last Besedets 


TENSION ENVELOPES-TENSION ENVELOPES-TENSION © 


There is an imminent prospect that hard 
money wiih! 


ments in 
a 
v 


JULY, 1956 





captain / And that projected te t threatened misjfor 

lift” really goes out of its way to con tasti which sugges 

lume tee respect illy wher writing 
Just one rie 0“ thus sdvice on something as 


labored letter a prospects investments 
ot quite sure what 


read sentence actuall Bre whe e a ‘ ‘ tie Advance the Sale 


| dont know what w) ' , 7 
ai . ‘ iad 
wd the word fh : vad wa a kid ’ 
zal \ «. But the one word wanted to write fietior 
uggest that the writer ! sewered a lot f ade 


this letter take » short tour through of literature tror 


that etwke in my craw is imminent 


If the writer of thi letter had tak: 


the trouble t ok it up in tte vu his dictionary where hee will find schools of writing 


hemes ne would have found thet it fantast« ha the connotation of thing m one of the 


meene “husstenins tb» eau lem mething “unreal of “imaginary that has stuck with nm 
' 6 mislartune of And I'm further confused about th It went something 
peril Dnatias ontesen thes tu phrase the stockholder of this ape 

Hard mone cial situation trv stockholder is 

oan 4 ense thet a fer areate: holder of stock, he is not the holder 


‘ of i tiuation 
thar 5 in prospect 


ciatel especiall 
weasel phrase i il 


proht 

Next 1 ‘ . maragraph read As | said before, there are man [That piece 
thu limitations put upon the writer ol 
this type of cop But those limita andes copy as it domes 
tions need not make i letter vague of 
or unimtelligible We bring up thes« 
horrible example not to take a crack 


to the writit rt 
\ 
hetion kvery senten 
mail or mail order sh 
the sale 
ut any particular piece of copy Wi et Ceaen sien | 
| anni nity bring them up to keep our readet 1 piece of copy, I find 
release ‘ AL rag consecrous of the necessity to say what entire sentences eenitiied 
release on i or other } ing the mean simp and interesting! paragraphs nd therehe 
do wit! mide calculation eound Ales to make sure to avoid suct i letter that. in eacl 


that tn cul on mace } words as imminent which suggests 





REGISTRATIONS BY 
YEAR °* MAKE ° MODEL 


New Car Buyers 


New Truck Buyers TEMPLETON 2-8430-1-2 
Truck Owners 


— Ene 
ae ; Ye 806 Lexington Ave 
vane ae SOs ¥ i New York 21, N. Y. 





Block That Pun 


avy be the 
personally, we 
then But wher 
mn direct 
we otter 
letract tron 
the “sell 
Lightir y 
Ne “ 


OLERHEAT 


Now, I sdimit, that « a ile 
phrase But it didnt strike me 
particular funny What the s« 
tence really says is that Anyvbod 
who doesnt agree will what | just 
said above is insane Ihe erhead 
examined forced pur ight be a 


clever pla words, but it 


eave bad taste in the 


certain! 


readet \ good par ipl ras 
writer who tries to be cute 


deat ind let who w 


False Premise 


Writers of direct mail who stra 
to establish 
often miss the 


rapport with a reader 
mark For imstance 
out by 


Baltimore 


International 
Mar ‘ 


land, asks this question in the second 


i tetter sent 


Reddit A ( OMmpany 


times hav 


ou commented on how much taller 


paragraph How many 


men and women are these days? 
Mavbe evervbody else in the world 
has commented on this fact. but | 
ver have In fact. | didn't realize 
men and women are taller thes 

if | cant agree with this 

letter writer on his original premise 
lim certainly not ye 
mvthing he « * | his letter 


that pommel on rent the nee 


imnpres 


onger bedding ecause people 
vetting taller 

Here's the 

itt | | olceoml Meas 


Trochi inaprolis 


opening ofa tettet 
itacturin 
talslist 


rapport w th the 


. 


Here's another letter 
Viking Manufacturing 
tan, Kansas, th 
quickl The first 


JULY, 1956 


| would ippreciate The par igraph in question is fro 


of it as it ts i letter sent out by The Living Lang 


both of u age Course, New York City, N.Y 


if you will read all 


The writer of this personalize: \ 
letter indicates that what he has 
say though long. contains vital u 
formation for the reader 
Lay-It-On-The-Line Opening 

muntcatior 
letter I im im the 
ibout to quote goes to people whi ‘ = i speech, a 


piece of direct magil 


Assuming that the written 


sulletin in edil 


ire qualified as having an interest rial, or ever 


n learning a foreign lar guage we tis important to make your meanin 


ibsolutels cleat Prite 


feel the wonderful 
Benefit 
tion as te being ible te 


thang offered And it uses a word " mouncement to the stud 


i rh 1}) 


a dean f women at a large ce 


opening used 1s 
Promise It allays any ques But 


afford thy ‘ ‘ “ i ¢ liege recently bn yan an 


which is becoming more and more ni iM s folk The president 
direct matl and ma of ‘ mave decided to 


basily trriprus s 


prominent uu 


order these days 


Now the new 
DAVIDSON EMBEE 
OFFICE FOLDING 
MACHINE 


No! You don’t have to pick up 
DAVIDSON EMBEF to move 


it on desk or table toy 





*. 


MODEL 230 


END THE DRUDGERY of hand folding 
with DAVIDSON EMBEE. Swiftly, quiet as a whisper, 


it produces one or two parallel folds wherever you want 
them, on 12,000 8'2" =x 11” sheets per hour! Handles 
sheets as large as 9's" x 18’. And 
4 it’s the only small folding machine ‘**! '"* easy fo move! Just 
J on the market with a scoring attach," vp end builtin, rubber 
= an ment as standard equipment! You “'**!* '*! reu roll it eround 
fold or score, separately or to- 
F | " + | gether, on any stock, from onion skin to 100-lb. index. And 
‘ that’s not alll Completely automatic feed, but you get a hand 
feed board to facilitate handling of stapled multiple sheets 
Simple thumb screw od Plus — easily affixed attachments, which let you slit or per- 
justment sets up folds ex forate, as a single operation or in conjunction with folding 
octly poor pe sete Variable speed control and the simplest fold adjustment 
Micrometer adjustment rr 
DAVIDSON CORPORATION 
29 Ryerson Street, Brooklyn 5, N.Y 


BIG MODEL 360 folds sheets ; 
] ] Send me literature on DAVIDSON EMBEE 
| 
| 


up te 13%" « 28” 
Some features os Model 230 


DAVIDSON CORPORATION oa 
A Subsidiory of Mergenthale: Linotype Compeny | P 
7° STERSOM STREET SPOOELTH 6. Hew FORE | _ 


Ore Bvters * of prmege ond | rode 


| wont to see DAVIDSON EMBEE in action 


Address 


Proton g City 











List 
Owners! 
12-page 
244: 
'-10)@) 4 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
IPSTED IDEAS and PECHNIOUES 
gathered trom 7 years cu perienc to 
bring u added profits year alter year 
Miep by step, this informative Book an 
sewers your questions and shows you how 
to find o 
img =liet Send toda for your PREF 
CcOoOrY of liow ta Double Your Net 
Proftt from Your Mailing List Just 


attach ad to letterhead of busine tard 


crlooked profits trom your mail 


» obligation 
ep? 8.35 


( Mosely MAIL ORDER 


List Stavice, tne 
Mail Order lint Headauarters 
38 Newbury Sireet Boston 16, Mon 


Ne 





graph Onflaet 
nil them 


a § Madisor ™ 
(hicage 2, I 


b Rank m 2h 








ADDRESSING 


From $700 per 1000 for 9 lines 


Expert Typists All work guaranteed 
Prompt service Pick up & delivery 
BEEKMAN ADDRESSING SERVICE 
1426 Kings Highway, Brooklyn, N. Y 
Diwey 9-0879 





FRIENDLY PROSPECTS 
BUY QUICKER 


orm with y 


. ets Mave Bette Mor 


ale . Write f fete 


GYMER—2125 E. 9th $0. Cleveland 15 








An issue of the monthly Clipper is yours te 

vee without cost. You con create sperkling 

layouts for printed matter with scissors and 
ste pot Ne ebligetion Address 


Box 806W, Peoria. Illinois 





50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


44 NN. Clerk & Chicago 
Phone EAsigate 7.54% 





“August ist” see page 41 


{ January feature critic asks 


How Can You Judge The Results 
Of A Single Sales Letter? 


by Vern Baumgarten, 4¢:. Ver 
WP urchure other Ine VWemphis 


Reporter's Note: During the past four or 
five months mony readers hove written to 
vs commenting on ovr January, 1956, fea- 
ture which contoined @ roundup of whet 
experts hoped would happen for direct mail 
in 1956 (see poge 27, March, 1956 Reporter) 
We soved Vern Boumgerten’s comments until 
now so we could give feature treatment 
to whet we believe ic @ sound analysis of 
the problem of measuring “EXTRA” results 
which don't show up in actual inquiry figures 


()' K COMPANY is not a large direct 
mail user. We have a mailing 
list of about 15,000 names, and use 
mail for direct solicitation as well as 
to cover territory and firms to get 
leads for salesmen. Our business is 
very diversified as we handle just 
about everything connected with 
packaging and package handling 
all the wav from labels. cartons 
wraps, on through material handling 
equipment shipping room supplies 
ete 

Most of our direct mail is centered 
on selling labels, tags — along the 
lines of our current letter, sample of 
whic h = ere losed i see photo below} 


ittended several of the di 


and sornie 


| have 
rect mail conventions 
of my criticisms about them were 
overed in your January feature 
One is that usually the largest 
users of direct mail are featured 
people like Life. Time, et 


use methods, tests and ways of doing 


and they 


things that are far beyond anything 
a small firm can consider. Yet the 
simpler direct wave we wuse bring 
ome very good results 

The remarks in your January issue 
on returns from direct mail are also 
interesting 


Most published 


percentages only and fail to state 


results do give 


what the mailer was going after. A 
large return on a correction of a 
mailing list is good: but what about 
the returns in the way of profit to 
letter ? 
Naturally, it is going to be smaller 


the company on a sales 


And how in the world can anvbody 
figure them out exactly? 
The letter enclosed has been sent 


out to date to about 2500 prospects 


To date 

inquiries for either tags 

As the letter offers | 

Service we mail then 

hundred at a time is the amount 
work our 
limited And in addition t 
ieqguiries it also has t serve 
salesmen * requests We found out 
the hard way that a large mailing 
sketch re 


quests in immediate returns that we 


art department can do 
the m 


usually brings so man 


breve ius¢ 


ake tches 


would lose quite a few sale 
we just could not et the 


out mm time 

Letting back t ” Hou 
can we judge the 

Some firms why et our letters 
file them away or keep them in mind 
as they are not in the market for 
tags oF labels now but will be 
later. A few of these will send us 


labels 


months fron now wher thes ire 


Inquiries for their tags of 


ready to buy 

Others, knowi our salesman will 
he in to see thes hold their inquiry 
to handle personall with the sales 
man his happens tre yuently but 
in most cases the salesman never 
reports it to the ofhee as a direct 
mail imquiry Rather, he considers 
it something he dug up on his own 


initiative 


Le 


THE REPORTER OF DIRECT MAIL ADVERTISING 





(hut of the 2! replies fror the en 





closed letter. we have made || sales 


ens Smeg sola sc SEND THIS COUPON! It will bring you ¥ 
$30.00 to £290.00 each. Those sales —_ complete FREE details about the many 
are definite returns excellent new lists of mail order buyers 

Now one reason we stress tags and we can supply for YOUR next mailing 
labels in direct mail is that usually Ours is a national service, used and 
it means repeat business — that is relied on by many of the most successful 
the customer will keep buying fron <q Uy Mailers (large and small) in ail parts of 
a - bane ny ar ve re a . Be aes i riven Of the country. They know, from experience, 
aittic HAs ideed iinet canine ty thi on that we can obtain the kind of lists that 
iniain 7 are ideally suited to their needs 

S hheve couse mnall ender anak: : wi TADDERN INC, Chances are we have the BEST lists 

215 FOURTH AVENUE » NEW YORK 3, N.Y for your needs, yet they'll cost no more 

PHONE: SPring 7-7460 than ordinary lists. Our recommendation 


CHARTER MEMBER: Notional Council of service is FREE Simply send the oe | 
Maliing List Brokers 








fon whom re sales! 


who have continued bu 





labels over the past |, 
But there is 1 wa 


the rey il rders or 





any one letter. unless 


get buried in keeping records. — Here’s How YOU Benefit 


Just a month igé ‘ . “a - . 
return a label letter we sent him 7 from AHREND Counseling Service 
years ago. He _ 
labels in Sales Promotion and Direct Advertising 

A catalog we ~ ‘ ! ’ 
with order blar ks ere om . still ee GAIN FRESH RESULTFUL APPROACHES 
pegs Denne. We gut on ore => ANALYZE YOUR SALES OBJECTIVES 


or an imquiry fron it about once i 

month Then we receive Inquiries NO SALARY OVERHEAD FOR - . 
continually without reference to an UNUSED TIME; NO “FRINGE” COSTS A | i R I \ | ) 
particular mailing These ire the REASONABLE FEES : 


ones that wait until they are in the ASSOCTATES. INC. 
t credit them t = SAVE TIME AND EFFORT 


the return of any one letter 

So how in the world are going CALL JUDSON 6-2547 OR WRITE TODAY TO 
to keep any definite ree 
one mailir 

On some special offer, on ke ved 


replies or in other lines of business 


market but we can 
54 we ‘ 


New Address As Of July 31st: 601 Madison Ave., New York 22 


they probably can do s But 


sg _ = — — 7 IDEA For Sales Letters 
rT same category is ourselves 

where it is impossible to check by tested to deliver 98 
readership in every 


percentage of replies of yy dollar 
mailing 


ad ¢ / 


volume how much ge . 

has accomplished has the dignity of | E 

> 
Our direct mail we : \ Tiffany's, the come We ove eee 


hither of Marilynne 


said, is small 1 ne-man ene 

sideline hut as far .s we can de phone me collect, tell multilith 

termine ;¢ brings results wort me all ebout whet ° 
. when and who you { 

effort and the eX pens¢ eve ‘ want te call Lot obs 

our sales letters have ee UD shies youll get a straight 

and won awards ht forward answer . ; 


happened ancl =sothe 1 rT 


asked for results e~ ould : ag ND 
is guess at the erce ‘ ! ‘ 

re A awe that we d fh ‘ ew boul Liggett 4.7203 j 
(and felt a little gi ut the time | Sun Printing & Offset Co. 


that perhaps we had «« 


My owr pet theor nm sending « -—— — oe oe 


Call Mitchell,WO 2-0238 


a mailing for our particular nas 
Se aa nace 3. 


simple Tell them what i! ‘ ‘ 

ay tele Gaia Oo toe tes, a BOOKLETS THAT BECKON a The Perfect Aim... 

think in many cases samples can ff Disinctve leratere with tet come-ithe ' LOW-COST : 

offset a | of poo! etter writing aera a pels ells, sells. Request af? Addressing ' 
, 1 





boot “ etterhead 


or weak copy. © “Chat Fellow Botts ay System 


Leo P. Bett, Jr, 64 E. Jockson, Chicege 
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First report on the upcoming 39th Annual DMAA Inc. is making preparations to show 


Convention, Oct. 1, 2. and 3, Hotel Statler, N.Y the ladies the time of their lives. Tea 
at Gracie Mansion with His Honor’s 


“VOTE FOR DIRECT MAIL” IS THEME “i Mr Kober Wagner, will be 
FOR BIG DMAA N.Y.C. CONVENTION" viv | 


a what s 
new in direct mail all under one 
roof in the exhibit room. Exhibits 


this vear will be loaded with new 


a panorama 


Plans for this year's big DMAA motion manager, lL. S. Royal Tires 
Convention in New York are rolling and Charles Pope, manager of adver 
in high gear. Committees are hard tising and Sales, Direct Mail Div. of 
at work lining up what promises to Remington Rand processss, Hew SquIpmen and 
be the biewest and best direct mail Arthur Martin Karl of Names Un 
confab ever held limited will stage a mock mail order 

Keyed to nationwide interest in an trial in which ¢ xpert prosecutors 
important election year theme for the will dia for failures making mail 
tadlay meeting at New York's Statler order advertisers defend their success 
Hotel will be V ote For Direct Mail in face of a judge and jury Prom 

Here are just a few highlights of ises to bring out some red hot mail 


new ideas And, of course, annual 
DMAA Best Direct Mail Contest win 
ning portfolios will be on display 
throughout the convention 

This brief run-down of activities 
doesn't begin to tell the whole story 
of what's in store for you at this 
year s DMAA Convention, From now 


the many things being planned to order information 
until October well keep you posted 


make the October |, 2 and 3 Con There'll be a special Fund Raisers 
vention a whirlwind of direct mail panel concurrently-running Cut as the big program shapes up and 


activity cles of Information and Market Place more events, feature spe ikers, et 
@ Various associations, both nation big name speakers, and many are definitely set 
al and local, will co-sponsor the Con other events 
vention giving it added weight @ On the entertainment sicle Dick you strong ough to GET YOUR 
ana prestige Messner of Marbridge Printing Lr RESERV ATIONS IN Vou New 


Thee rogram will he a powerful is co-ordit iting the election theme York will be jammed facilities 
} I 


md well-rounded one represent with pre election parties banquet will be hard to get if you wait to« 


long A attendance this vear might 
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But in the meantime. we cant urge 


mg users vivertising agencies, sup et lining up a wonderful tim 
pliers, mail order, ete. A hard-hitting for everybody easily top 
Industrial Direct Mail session, for ex Languild ervices of N.Y. will and make sure you get your reserva 
umple, will feature Dan Mead, assist take care of requests for theatre tion “ballot o DMAA headquar 
ant sales manager, Revere Copper & tickets apeci tours, et ters } 4 New York 32 
Hrass Joseph Schacter, assistant pro And Mari Armstrong of Time N. ¥ i san possible 7 


1.500. So take our advice 
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The purpose of this department is to give you thumbnail sketches of authenticated direct mail 
successes, in order to get a release of confidential figures, we hove promised that names and 
addrewes and identifying details will be withheld. The editor of this column is working with 
many individuals througheut the country to obtain these facts and he will respect all confidences 
if you want to comment on case histories, address him in care of The Reporter of Direct Mail 


Advertising, 224 Seventh St, Garden City, N. Y 


Deuble postcards pulled 10% for investment Direct mail techniques raise profits 15% to 
frm offering special plan Selected gro 20% reports auto dealer who tried every 
graphical area closest to actual corpora thing and found mailings best. One cam 
tions being featured paign released each 
10.000 residents were week 20) to O00 
picked (2500 top res pieces costing average 
dential and 7500 en if ZH) te $450 per 
$27 (An) 
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© ral list). Lach 3 weeks month de elop 
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nailed double postca d vonthly shop labor 
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Se uugesting ownership with $10,000 to $17,000 i ~ 
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re sponding to postear ! y are linked with 
ceived four closing letter Total ' ‘ slow in shop for particular month 


oximately Mw) per 1000 ‘ ‘ of car owners who respond te 


filer re 


name At ty of report 60 account direct n y additional parts or labor 

loeed averaging $75 month and 4 regular 

counts Opens Final letter browght ad bd 

litional ; ‘ top of original po tal 

feeponer ” sonal men (doctor len $42 worth of direct mail brings $500 sales 
says ineurar went. Offered a new broad 

nt Mailed 1,000 pier 
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iously pent S200 monthiy on new paper 
on each one 


pac Discovered onl } of newspaper 
eireulatior | 10000) wee tually he . 
liecarded new papers for direct 

’ actual prospect Uses manufa Inactive retail accounts reduced from 65% to 
turer literature Tome twier yearty 35% in one yeor Credited to direct mail 
to 5,000 bosholdes \ age unit of sa methods by retailer Places notice on 
ie 8200) velope that 85 free merchandise will 

° won if your name is one of five listed on 

invoice of iterature enclosed Another 

800 people in 3 days is good store traffic 
for housewar paint and garden ipplier 
Une livect sil “leader” offer such a 
lO-quart bucket for We takes profit f 
l¢) (iiler bring high response [Purieng 


retailer number sll cards and offers a 
85 certificate trade value to the 100 lucky 
numbers plus fashion gifts worth $3 to 850 
Sales in cost department went up 15% over 
typical sales program these stores relean previews year with lower advertising costs 
O10 catale bw mail durin these campaigne 


36% returns from 6,000 homeowners! Mailing brings 80% sales return for insur 
Appliance ealer wanted to introduce new mice agent testing new package policy 
TV Models Letters invited homeowners coverage for homeowners Lumping all 


2800 PROSP - to register at store four overage ince 
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new giveaway eet bn volley one ’ BOUG 


load glove for left plan Hand pr 

hand only with descrip ustomer list from 
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MM) letters mailed at a parisons of current cov 

time toe control store rage versus new plan 

rafl 2000) prospects with cosete shown tor 

sme to store at a coat ach homeowner mali 

of $1.437.0 Lasted 12 weeks. When pros vidually typed approach letters and recei 
pects obtained glowe for right hand they ed 75% inquiries from mailing. Remaining 
were mekhed to hilewt questionnaire on were contacted personally Net result: 80% 
register answering question What maior sold Reason why Handpicked list, pet 
appliances me you planning to buy next nalized to the hilt complete follow up 
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IN THE NEWS 


NEWLY-ELECTED CLUB PRESIDENTS: Joyce 
VenderPyl, corporate secretary of Advertix 
ing Letter Service Detroit, was elected 
preside nt of the Mail Ad ertiseing Ser 


Asen. of Detroit She's the first woman 





president in the club's 25-year history 
Edword tustig of Circulation Associates 
N.Y is the new president of MASA of 
New York City Edwin P. Bugbee, Jr 
sales manager of W Atlee Burpee Co 
Philadelphia was voted in as new president 
of the Philadelphia Direct Mail Club for 
1956-57 Robert 1. Gibbons, director of 
promotion and research for Old American 
Insurance Co. of Kansas City, was elected 
president of the Kansas City Direct Mail 
Club for the coming year John Patafio, 
jr., eastern advertising manager of The 
Reporter, was installed as 1956-57 president 
of the Awen. of Ad ertising Men & Women 
N.Y 


SPEAKERS: William Baring-Gould, circulation 
promotion manager of Life agazine, told 
Philade iphia Direct Mail Club embers 
how Life makes direct ‘ Robert 
Clerk, Jr. of Strathmore - Oo. was 8 
recent speaker at the Tampa (Fla Adver 
tising Club Lawrence G. Choit, K. | 
Polk Co.'s « or ol sales planning and 
analy ! ‘ ‘ 
speaking eng 

Last month he us 

it telephone hook 
to the Ft. Worth 

from his ho 
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«holarshiy TG 
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Contest was sponsored by MASA « 
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Sande Rocke Co. N.Y. 
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Mail is booming in 

Franklin C. Wertheim 

mail consultant is 
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P. R.. Venezuela, Cok 

Tom Mc€lroy, acdvertix 

olic Digest, N. Y “ 

Oect., right after the DM AA N 


lion H plans to visit o 
ountries where the Digest ; 
lit 


nf ions 


PROMOTIONS AND APPOINTMENTS: Henry 
H. T. S$. Heckmen has been appoints . 
slvertising manager for Harris %* 

leveland H. P. Wilson ix 

sesistant director of advertiait 
Dodge Corp.'s Construction Ne 
replaces Tem Grent, who iett 
Uzalid Co James McAdam 
manager ot bLimery Air Freight ¢ 
{ has beet ipped t sasistant 


lent of sles 
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Address: Classified Dept. The Reporter, 224 7th St.. Garden City, N. Y usTs 














CANADA'S GEST MAMLING (LIST 
275,000 live names on Elliot? stencils 


Coll your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 
MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100 ACCURATE 
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Retailers Wholesalers Manufacturers 
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ADOR IN IST MAINTENAN an ' 
DRESSING —~ : ce GRAPHOTYPE model 6381 used in good Banks-Churches-Institutions 
SUPPLIES ® Choice of 350 Other Lists © 
Box 71, Reporter, Garden City, N. Y condition. Also model 1900 Addressegraph 
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with feeder. Model 96 Rem. Rand calculator 
SPEEDAUMAT—Zinc Plotes embossed—$35.00 Usall Completed within 3 Days) 
built lik h — P ad 
per 1000. 100 eceurocy guvoronteed. De ” —_ Berroughs Seotheeping ‘ 
livery when promised. Advertisers Address Machine. HARRY J. ABRAMS, 124 | St., NE Write for FREE Catalogue 
ing System, 703 No. 16th St., St. Louis 3, Mo Wash. 2, 0. C SPEED-ADDRESS KRAUS CO 
Pollard-Alling plotes embossed 48.01 42nd St long Island City 4, N. Y 
3 line oddress—$25.00 per M INSERTING & SEALING MACHINE STillwell 4.5922 
Advertisers Addressing Systen -_ 
703 N. 16th St., St. Louis 3, Mo MAIL ORDER 
Latest and most modern mailing equipment 
ADVERTISING AGENCIES . MAIL ORDER MINDED? WE LIST YOUR NAME 
dentical to 1956 model Model 16-8C.4 
‘ ‘ i with ever 500 mail order businesses. You 
Pulling direct selling mail order advertising with wr stations for collating and insert 
‘ ‘ 12 f 4 receive fabulous mails. Money-making ideas, 
campaigns in newspapers, magazines trade ng in envelopes up to ¥ a quippec j T 4 j 
with twe %-hp 220-volt, AC single-phase books, magazines, samples, etc remendously 
papers. Publishers’ rates. Counsel service Lel . Cat - Jel worthwhile service only $1.00. Satisfaction 
artin . Seine ne 15 0 elanc motors conveyor abine mode 
mart Advertising Agency . 4 st ‘ - , gvaranteed Mailorama, Box 476DM, Lyn 
Dept I3A. NY. LE 2-475) Est. 1923 Delivered March 1955. Used three months 
p+ MB. a AA A m - -_ a , brook, Long Island 
like-new condition. Only reason for sell 
FOR SALE ng: change in work requirements. Today's —— 
‘ : REBUILT & GUARANTEED 
new price—$21,201 Will sell for $15,501 
ENVELOPE CLOSE-OUT—We have purchased , ‘ 
ob Jshkosh, Wis., crated, ready for shig Addressograph Speedaumat Elliott Addressing 
the remaining stock of Chas j he Co ' 
f Phil c i i ment. tact; Tom Drummond, Miles Kir Machines. Graophotypes-Cabinets- Trays Plates 
° a ver one mi n envelopes all in . Oshkosh. Wis 
os ' rames meograph vltili 
desirable commercial and catalog sizes. Write ’ es. Mimeographs-Mult ae "ne & In 
ting chin 4ook o ‘ 
for list of sizes and samples. Schneider Print — — $$ _____—_— — y Machines: “Hook-on ray Equipment 
ing Co., College $., Paley: 5, HELP WANTED Buy and Sell all Direct Mail Equipment 
a = —_— . — James Eckstein 
FOR SALE 126 B’woy, N. YY. 7, N.Y HAnover 2.6700 
like new Model 125 Electric Automatic DIRECT MAIL ee rE a a 
Feed Elliott Addressing Machine Kd SUNSET Magazine ~ TYPE FOR OFrseT 
working condition by factory representative Direct aw i sdvertising copy me Save with FOTO-FONTS. Unit cost per font 
ntact Whitaker Seasoning Box 917 ' work in SUNSET Menlo Park nly 20¢€! Easy to set and align—shorpest 
' 
visa, Oklahoma headquarter Must have record of eproduction. Free samples and details. A.A 
success in producing effective cop Archbold, Publish ox 20740-K, los A 
ELLIOTT ADDRESSING SYSTEM / . me, OES ae. age 
d layout for sales letters and es 4. Calif 
ONE G-3 EAST-WEST ADDRESSER ther direct mail pieces. Age 25-35 — 
OP OD it 55 « 
INE MODEL 3000 ADDRESSER end complete personal and work WANTED TO PURCHASE 
100 drawer stencil cabinet nd stencil hictery to Personne! Manansr, SUN 
cutting typewriters. Barg< price SET Magazine, Menlo Park, Califor Envelope Sealer, Manual or At 
SAVER & WALLINGFORI nio. A juiries in confidence Bertine, 276 Fifth Avenue 
143 West Broadway. N y WOrth 4.0520 New York City 1 





















mid-September before Convention begins Oct. 1, 2 and 3 
Convention issues will be on hand at registration desk 
— Regular rates ©: epety- 
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Where is your market? No matter where 

you beam your sales message to the 

industrial citi« great and small, or to 

the widespread farm area you 

be assured of the finest occupant 

available High deliverability, wi 

minimum of *Nixi is possible onl: sompant 
when list used time after time and Senses City 5 he 
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the best are al 
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The Nation's Homes at Your Finger Tips! 


Let us assist you in planning and executing 
Nixies— the mailing gremli: No your next oc mailing campaign. Our 
Box No Such N “know-how ; it * I I om Choose your 
House Numbers Chang coverage and weil do the job to your speci- 
ed House Torn Dow: Nheation 
“Unclaimed 
ide City Delivery We National Regional State 
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banish these Nixies for you County City Trade Area 


OccuPANT MAILING LIstTs 
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S. L. (Les) Cullman, Pres. 
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